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Spot Radio 
Joins Ranks of 
Measured Media — 


Station Rep Group to | 
Issue Figures Compiled 
by Price Waterhouse 


New York, May 11—Spot radio 
will inch into the magic circle of 
measured media this summer. 

Beginning in July, the Station | 
Representatives Assn. will release | 
a monthly report showing approx- | 
imately how much money adver-| 
tisers are spending for spot radio 
time. 

The first report will give dollar 
volume of national and regional 
spot for June, 1956, compared with 
May, 1956, and June, 1955. An in- 
dex will be included to show the 
over-all trend, discounting season- 
al fluctuations. Like that of the 
stock market, this index will indi- 
cate whether spot radio is steady, 
rising or falling. 

The report will be compiled by 
Price Waterhouse & Co. The ac- 
counting company will work with 
data supplied by the 14 radio rep- 
resentatives that belong to the as- 
sociation. 


s Adam J. Young Jr., president of 
the association, estimates that these 
14 companies handle roughly 50% 
of the dollar volume of the spot 
radio business. He said the asso- 
ciation has been working on a 
formula for computing the esti- 
mates for some time; previous esti- 
mates have come within 1% of 
FCC figures, he added. 

The association’s report will not 
include any data on expenditures 
for specific advertisers. Mr. Young 
pointed out that this would be a 
very costly project. “We want to 
crawl before we run,” he said. 


There have been discussions with | 
the Radio Advertising Bureau con-| 
cerning the compilation of adver- | 
tiser-by-advertiser spot figures, 


but nothing has come of them yet. 
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Beam Distilling Co. is launching 


a new campaign for its Pin-Bottle bourbon with this four-color 
spread to appear in the May 28 Life. Beam points out that the new 


campaign is “far removed from 
whisky advertising. Cunningham 


the bottle and glass school” of 
& Walsh, Chicago, is the agency. 


Refuse Ads if You Don’t Think They'll 
Help Sales, Cone Advises Newspaper Reps 


Cuicaco, May 10—Fairfax Cone, 
president of Foote, Cone & Belding, 
today predicted that some time in 
the near future, newspapers will 
refuse to run some advertising 
schedules on grounds that the ad- 
vertising will not help a company 
or product. 

Speaking at a newspaper semi- 
nar sponsored by the local chapter 
of American Assn. of Newspaper 
Representatives and put on by 
FC&B, Mr. Cone said it will be a 
much better era for advertising 
when media refuse to accept ad- 
vertising that would not benefit 
advertisers. 

Mr. Cone illustrated his point 
with a story about The New York- 
er. The magazine refused to run 
an ad for Marshall Field sweaters 
because it had run a similar ad 
for a New York department store 
three months before. 

“One of these days, publishers 
are going to tell an advertiser that 
they will not run his advertising 


Spot TV Takes Dip 


in Dollar Volume, 


Advertisers for lst Quarter of ‘56 


Procter & Gamble 
Retains Top Spot 
With Larger Budget 


New York, May 11—Spot tv for 
the first quarter of 1956 took a 
slight decline in dollar volume and 
number of advertisers. 

The Television Bureau of Ad- 
vertising reports that 2,702 ad- 
vertisers spent an estimated $100,- 
209,000 for spot tv time during 
January, February and March. 
This compares with the $103,872,- 
000 spent in the medium by 3,017 
companies in the fourth quarter of 
1955. 


TvB’s figures, which exclude 


talent and production costs, are 
based on data provided by N. C. 
Rorabaugh Co. The research com- 
pany got spot reports from 267 
television stations operating in the 
U.S. Dollar figures are computed 


on the one time gross rate as of 
January, 1956. 


® While there were fewer sponsors 
on spot tv than there were at the 
close of the 1955 season, the first 
quarter of 1956 had more adver- 
tisers in the medium than did the 
first quarter of 1955. First quarter 
comparisons for the past several 
years show a rising curve: 


First quarter No. Advertisers 
PR ee 267 
Ss dr ace ahs vs SeeN as Cah 527 
SE 6c « pilekne Shc eweseae 987 
Se” Seiebbes Coes 6 chee 1,277 
Sh tasks oan cee S 1,260 
GP agecs . setcteaeae 1,950 
Be. Giodees odveceteebe 2,346 
Re Mateaocdds £146,800 2,702 


Procter & Gamble and Brown & 
Williamson Tobacco Co. placed 


(Continued on Page 48) 


because it will not do him any 
good,” Mr. Cone said. He added 
that FC&B turns down many pros- 
|pective clients each year because 
ithe agency feels that the compa- 
ny’s products do not have a chance 
on the market. 

Print advertising today must be 

(Continued on Page 90) 


New ANA Committee 
Will Study Agency 
Commission Setup 


New York, May 10—The Assn. 
of National Advertisers today an- 
nounced it had named a ten-man 
committee for a special study of 
agency relations and compensa- 
tion methods. 

The new committee, headed by 
John B. McLaughlin, director of 
sales and advertising for Kraft 
Foods Co., apparently will be 
guided by the notion that reex- 
amination of the method of agency 
compensation is necessary. 

At least Paul West, ANA pres- 

(Continued on Page 90) 
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Shortage by ‘60 


Is Forecast to Magazine Publishers 


| Stewart Follows Fuller 
_ in Chairmanship as MPA 
Stresses PR, Small Books 


Waite SuLPpHuR SprIncs, W.Va., 
May 8—The Magazine Publishers 
Assn. wound up its convention here 
today, ending an eventful two-day 
session in which it: 

1. Selected a new chairman, af- 
ter a decade under the leadership 


‘Reader's Digest’ 


Goes on Despite 
Canada Ad Tax 


‘Treatise’ Calls Tax 
‘Discriminatory,’ Hints 
Rate, Price Increases 


New York, May 10—Reader’s 
Digest intends to keep publishing 
in Canada despite the threat of a 
20% tax on advertising income, 
and may “go not only to our ad- 
vertisers, but to our readers to re- 
ceive sufficient additional revenue 
to keep us in business on a sound 
basis.” 

This resolve appears in a letter 
the magazine is sending to Cana- 
dian and U.S. advertisers. The let- 
ter is signed by W. W. Hitesman 
Jr., managing director of Reader’s 
Digest Assn. (Canada) Ltd., Mon- 
treal. 

Mr. Hitesman estimated the 20% 
tax, which goes into effect next 
Jan. 1, will add about $700,000 to 
what the Digest already pays in 
federal, provincial and municipal 
taxes. The current tax total is more 
than $500,000, he said. 

“In 1955,” he added, “we con- 
tributed almost $7,000,000 to the 
economy of this nation in wages, 
taxes and the cost of producing and 
distributing our magazines.” 

“The obvious question among 
|advertisers and agencies,” wrote 


(Continued on Page 87) 


nett Co., McCann-Erickson, 
Bowles, Young & Rubicam, BBDO, 


Last Minute News Flashes 


TvB Names Top Spot TV Agencies in Ist Quarter 

New York, May 11—TvB reports that the top ten agencies in spot 
television for the first quarter of 1956 were Ted Bates & Co., Leo Bur- 
Dancer-Fitzgerald-Sample, 


Benton & 
Compton Advertising, William Esty 


Co. and Cunningham & Walsh. JWT, which was 8th in the fourth quar- 


Colman, Prentis Seeks to 


agency. 


Muehlebach Beer Moves 
Kansas City, May 11—George 


ter, 1955, moved down to 12th. The newcomer in this list is Esty. 


Buy Colombian Agency 


Bocota, May 11—Two executives of Colman, Prentis & Varley, Lon- 
don, arrived here this week to negotiate the purchase of a Colombian 


Englander Picks North Advertising 


Cuicaco, May 11—Englander Co. has named North Advertising to 
handle its advertising, effective July 1. The account now is serviced by 
the Biow Co. Englander will introduce a new mattress and matching 
box spring with four-color page ads in seven national magazines. 


to Grant 
Muehlebach Brewing Co. has ap- 


pointed Grant Advertising, Chicago, to handle its advertising account, 
succeeding Standart & O’Hearn, Kansas City. 
(Additional News Flashes on Page 91) 


of Walter D. Fuller, chairman of 
|Curtis Publishing Co. MPA is 
'searching for a new president to 
succeed Arch W. Crawford upon 
his retirement at the end of the 
year. 

2. Heard a blistering indictment 
of current selling practices by the 
head of Central Registry, who told 
publishers bluntly they must police 
the field themselves. 

3. Was told frankly by a top ad- 
vertising agency executive to stop 
being afraid of television and to 
sell its own virtues harder. 

4. Heard an appeal from a legis- 
lator to police their own industry 
in an effort to expose and drive out 
publishers of pornographic and ob- 
jectionable material. 

5. Was warned that paper prices 
will prebably continue to stay high 
and that paper will be increasingly 
scarce. The group heard again that 
publishing profits are dwindling. 

6. Heard Mr. Fuller’s warning 
that a new postal bill before Con- 
gress can increase postal costs by 
30%. The assembled publishers 
were told that should the bill clear 
the House and reach the Senate, it 
would be necessary for them in- 
dividually to make all efforts to 
convince senators of the publishing 
business’ viewpoint. 


@ After a decade of service as 
chairman of MPA, Mr. Fuller made 
it clear he would withdraw Dec. 31. 
His successor, for a two-year term, 
will be Ford Stewart, publisher of 


(Continued on Page 44) 


‘If Coke Can Do It’... 
Let Agencies 
Handle Farm 
Glut: C&W VP 


Williams Suggests U.S. 
Award Wheat to McCann, 
Corn to Thompson, Etc. 


CLEVELAND, May 11—John S. 
Williams, senior vp of Cunningham 
& Walsh, will propose Monday that 
the federal government set up a 
marketing commission and appoint 
advertising agencies to sell U.S. 
surplus farm products to people in 
this country and abroad. 

In a speech prepared for de- 
livery before the National Newspa- 
per Promotion Assn., Mr. Williams 
expressed confidence that Madison 
Ave. could solve the farm surplus 
problem, which he said has cost 
U.S. taxpayers more than $22 bil- 
lion in the past three years. 

He suggested that the govern- 
ment select agencies on a competi- 
tive basis for each surplus com- 
modity. “Suppose wheat was 
awarded to McCann-Erickson,” he 
said, “corn to J. Walter Thompson, 
cotton to Cunningham & Walsh, 
butter to BBDO and so on. 

“And suppose each of these had 
an appropriation in relation to the 


(Continued on Page 90) 
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‘Don't Talk Down, But’... 


Use Ad Phrases of ‘Mother's Knee’ 


Simplicity, Urges 


PrrtspurGH, May 8—The life of 
smaller businesses depends not so 
much on the amount of money 
spent in advertising as on the pen- 
etrating value of the advertising 
itself, a Philco executive said here 
last week. 

And penetration means talking 
to people with words they learned 
at their mothers’ knees, Raymond 
B. George, vp, merchandising, 
Philco Corp., told 200 members of 


the Pittsburgh Advertising Club. | 


Observing that a large number 
of the American people “have an 
almost blind faith in big business,” 


Endorsements Inc. 
Endorses 15% Agency 


Commission; Offers It 


New York, May 8—Endorse- 
ments Inc., testimonial-gathering 
organization, will give a 15% com- 
mission to advertising agencies us- 
ing its services in testimonial cam- 
pagns. 

Previously, Endorsements made 
a flat charge to an agency, de- 
pending on the amount of work in- 
volved, and agencies were fre- 
quently confused as to whether, or 
how, to pass the bill on to the cli- 
ent. 

Endorsements’ president, Jules 
Alberti, said: “We are announcing 
our intention at this time to re- 
bate to agencies a commission sim- 
ilar to that they receive from me- 
dia, because it is both a timely 
step and an important stride in the 
future development and use of 
testimonials.” 

“We have long felt the need,” 
he continued, “for standardization 
in the field of obtaining endorse- 
ment material and its subsequent 
remuneration, because of the nec- 
essarily nebulous nature of the 
business and, unfortunately, the 
sometimes hazy-daisy dealings of 
a few of the fringe organizations 
in it.” 


a Mr. Alberti said that giving 


Philco’s George 


Mr. George said it was an obvious 
fact that big business has been 
getting bigger and smali business 
smaller. 

| “The large independent manu- 
| facturer and the somewhat smaller 
corporation,” he said, “have a far 
jtougher advertising job facing 
|them, and I do not mean budget- 
| wise. If it were a problem of dol- 
jlars alone, then the smaller con- 
tender could never catch up.” 


. Pointing out that an annual sur- 
ha has shown that what is said 
}and how it is said are of greater 
importance than the weight of dol- 
|lars, Mr. George cited a set of in- 
\cidents growing out of one edition 
of a Philadelphia newspaper. 
Some 200 letters were received 
in response to a Page 1 expose on 
an insane asylum. “Mailbags” of 
letters were received in response to 


pictures of cats robbing birds’ 
nests, “with a caption suggesting 
cats be done away with.” 

The editor’s conclusion, accord- 
ing to Mr. George: “Few people 
expect to go insane; few have in- 
sane persons in their immediate 
families. But hundreds of thou- 
sands of families in and around 
Philadelphia have their house 
pets.” Mr. George interpreted this 
attitude as: 

“To heck with what you do with 


(Continued on Page 88) 


Consumer Ad Push 
Is Planned for 
Imported Volkshaver 


PHILADELPHIA, May 8—The new 
Volkshaver power shaver, import- 
ed from West Germany, will re- 
ceive national consumer advertis- 
ing treatment in the near future. 
Witte Import Distributors, sole 
‘importer of the shaver, decided 
'on the move following a very suc- 
cessful trade ad drive when the 
shaver was being tested. Emphasis 
of the trade campaign was in Re- 


| 


a “buried” strip of an amateur’s| 


Gillette VP Calls Championship Fight Buys 
‘Gesture’; Says Weekly Viewers Total More 


Moore Caspari 


Santa Fe 


Lewis 
OUTDOOR HUDDLE—Speakers photographed at the painted display 
conference of Outdoor Advertising Assn. of America are Warner 
Moore, president of Outdoor Advertising Inc.; George W. Caspari, 
vp in charge of sales, General Outdoor Advertising Co., Chicago; 
Harold W. Lewis, vp of First National Bank of Chicago; John C. 
Sercik, president of Burton-Dixie Co., Chicago, and Arthur A. 
Dailey, general advertising manager of the Atchison, Topeka & 


Advertising Age, May 14, 1956 


Set Up Pool of 
Creative Talent, 
Says GOA Exec 


Cuicaco, May 9—William W. 
Miller, general art director of Gen- 
eral Outdoor Advertising Co., yes- 
terday suggested that the Outdoor 
Advertising Assn. of America set 
up a creative pool of artists and 
copywriters for the benefit of all 
OAAA members. 

Mr. Miller made his proposal 
during a closed art and copy work- 
shop session at the fourth annual 
painted display conference spon- 
sored by OAAA. The idea of a gen- 
eral creative department for asso- 
ciation members has been discussed » 
by members for the past two years 
but the OAAA never has taken of- 
ficial action to set up such an op- 
eration. : 

Fred C. Beseler, president of © 
OAAA, told ADVERTISING AGE thai 
he thought the creative pool idea 
was a good one, and that he hoped 
to appoint a committee at this ses- 


Sercik Dailey 


Railway. 


New York, May 8—Lester M. | 
Malitz, vp of Leo Burnett Co., 
Chicago, revealed some fascinat- 
ing figures, in the course of the, 
government's anti-trust suit 
against the International Boxing) 
Commission, as to the cost of) 
|sponsoring the “Wednesday Night 
'Fights” to the Pabst Brewing Co., | 


| 


sion to study the problem. A com- 
mittee also might be named to 
study the setting up of a general 
pool for cut-outs, he said. 

Under Mr. Miller’s plan, the cre- 


i LA 
for tv and radio and that 98% of | (Continued from Page 89) 


this figure was devoted to sports. | 
The cost of rights paid to the IBC, ! 2 
he said, was about 35% of the|Louie the Leopard 


|expenditure. 


Questioned as to the ettective-| Will Introduce New 


ness of sponsoring championship ‘ 
Nehi Beverage Label 


fights, Mr. Smith said he felt that 
the cost was too large “to justif 
: ’ 4 Cuicaco, May 8—Nehi Corp. will 


Milwaukee. Both sides have rested | the increased” number of viewers. 
in the case. | Testimony brought out that Pabst 


The Pabst account executive re- | 
vealed in federal court last week 
that the fights, on ABC-TV, cost) 
Pabst $19,500 for the rights and 
about $45,000 for time and facili- 
|ties each week. Television rights 
\for the Ezzard Charles-Joe Louis 
fight Aug. 27, ’50, cost Pabst a 
cool $200,000. 

Mr. Malitz also reported that 
CBS had advised Pabst to cancel 
the fights in favor of a show with 
|more appeal to women, based on 
|the network’s finding that women 
buy 40% of all beer. 


# Craig Smith, vp of Gillette Co., 


and Gillette had competed for 
“championship” fights. 


s Characterizing the broadcasting 
and televising of championship 
fights, Mr. Smith said it “was 
mainly a good will gesture. 

“We don’t get enough people to 
justify the cost,” he said. “We 
reach a considerably larger audi- 
ence over a four-week period on 
the fights than we do over a single 
fight of championship caliber.” 

Mr. Smith reported that on May 
15, 1953, Gillette had paid $300,000 
for the rights to televise the Mar- 
ciano-Walcott fight at the Chicago 


commissions would cut over-all | ‘ing Daily. After setting up job- 
costs to advertisers, particularly | >€T wholesaler and dealer outlets 


those whose agencies have been|"°W under way nationally, the 
adding commissions to the fees |Consumer drive will start. Dealers 


paid for testimonials, and it also|CUrrently are being offered coun- | 


reticent in revealing his company’s | Stadium. 

ad expenditures, stated that in Judge Sylvester Ryan is not ex- 
1955, Gillette’s razor division had | pected to hand down a decision in 
‘aid out 82.8% of its ad budget | the case before the middle of July. 


would compensate agencies for 
their expenses and time. 
Endorsements Inc. is 11 years 
old, and Mr. Alberti calls it the 
only organization devoted exclu- 
sively to the business of obtaining 
endorsements which represents ad- 
vertisers rather than celebrities. 
Endorsements has worked with 
more than 700 agencies in the past 
11 years, according to Mr. Alberti, 


and reportedly it is responsible for | 


nearly 50% of all national testi- 
monial advertising. Advertising 
agencies are believed to account 
for 35%-40% of the remaining 
testimonial ads. 


Elects Dr. Robert Cutter 

The 
Manufacturers Assn. has elected 
Dr. Robert K. Cutter, president 
of Cutter Laboratories, president 
and Francis C. Brown, president 
of Schering Corp., president-elect. 
The group represents 95% of the 
pharmaceutical manufacturers in 
the country. 


Ward Moves Powell to Chicago 

E. M. Powell, formerly West 
Coast regional merchandising man- 
ager of Montgomery Ward & Co., 
Oakland, Cal., has been named re- 
tail merchandising manager in the 
company’s Chicago office. Mr. 
Powell succeeds L. O. Naylor, re- 
cently named vp and general mer- 
chandising manager. 


American Pharmaceutical) 7 


ter cards, mats and other sales 
aids. 

The automatic pocket shaver has 
“no competition” in the U.S., ac- 
|cording to ads. One pull of a cord 
|sends the gyroscopic rotary shav- 
|ing cutter spinning at 10,000 rpm, 
“faster than any electric shaver.” 

Petrik & Stephenson is Witte’s 
agency. 
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| YOUTH TRAINING—Kellogg Co. 
‘thinks that its variety pack helps 
| youngsters learn how to make 
| decisions, and “gives ’em confi- 
|dence.” This ad will appear in 
color in the May 21 Life. Leo Bur- 


nett Co., Chicago, is the agency. 


‘Saturation’ in High 
Income Market for Major 
Appliances Is Indicated 


SEATTLE, May 8—New products 
and new ideas in consumer goods 
tend to take hold first in families 
of higher than average income. 
But as these markets are supplied, 
the demand grows among lower- 
income buyers. 

This phenomenon stands out 
among consumer preference data 
in the annual consumer analysis 
completed by the Seattle Times. 

Aluminum foil is an example. 
This product, according to the an- 
alysis, is being used by 79.6% of 
Seattle families in 1956—more | 
than double the 1951 proportion 
of 32.7%. Use of this product goes 
up with family income, from 
64.7% among families in the 
$2,000 to $2,999 salary bracket, to 
83.8% in the $5,000 to $6,999 
bracket and to 91.4% of those 
over $10,000 in income. 

Incidentally, Reynolds Wrap 
wraps up most of the market, with 
preference of 71.7% of those fam- 


ilies buying this product, com- 


‘Seatile Times’ Survey Shows Gains 
by Parkay, Carnation, Reynolds Wrap 


pared with only 3% five years 
ago. 

Use of frozen chicken or turkey 
pies also has risen sharply, and 
mainly in the higher income 
groups. The number of families 
buying these products has more 
than doubled in two years, rising 
from 18.3% in 1954 to 41.6% in 
1956. The use increases steadily 
through each of seven salary 
brackets, starting with only 24.3% 
in the under-$2,000 group and 
rising to 51.9% in the $10,000-and- 
over group. 


® Filter cigarets show a similar 
trend. The number of men buying 
filter cigarets has nearly doubled 
in one year, rising from 8.7% 
last year to 15% this year. Use of 
non-filter cigarets by men showed 
corresponding decline. 

In the $2,000-$2,999 salary 
bracket, only 9.2% used filter-tip 
cigarets; in the $5,000-$6,999 
group, 15.1%; $7,000 to $9,999, 
19.4%, and $10,000 and over, 23.9%. 

Use of non-filter tip cigarets 
was greatest (48.3%) in the 
$3,000-$3,999 bracket and declined 

(Continued on Page 88) 


break a series of ads in the Chi- ~ 


cago Tribune on May 15 using 
Louie the Leopard, an animal 
character which will serve as the 
new sales personality for Nehi 
beverages. 

The campaign, developed and 
jplaced by Compton Advertising, 
includes a schedule of full-page, 


|CRAZY CAT—This color page in the 

| May 15 Chicago Tribune will in- 

troduce Nehi’s Louie the Leopard 
to Chicagoland citizens. 


four-color ads in the Tribune for 
almost every week through De- 
cember. 


s Louie will help dramatize a label 
change for the Nehi beverages in 
this area. The entire group of 
flavors and mixers in all contain- 
ers will now be identified under 
the label Nehi. This will consoli- 
date the Nehi flavors, Par-T-Pak, 
Upper 10, Diet-Rite Cola and 
mixers under one connecting 
brand name. 

The first ad introduces Louie 
the Leopard—the spots on his tail 
carrying the Nehi flavors—listen- 
ing to the bubbling of the drink 
and saying, “Dig that crazy purr.” 

A complete campaign has been 
planned for this area, including 
in-store displays and premium 
promotions. 
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Advertising Age, May 14, 1956 


Broadcasters, Radio 
Dealers Set to Fete 
National Radio Week 


New York, May 11—National 
Radio Week, timed to hit the grad- 
uation gift season, starts next 
Sunday. 

The stage for a seven-day pro- 
motion to remind listeners and ad- 
vertisers how important radio is to 
them has been set by the National 
Assn. of Radio & Television Broad- 
casters, the Radio Advertising Bu- 
reau, the Radio-Electronics-Tele- 
vision Manufacturers Assn. and 
the National Appliance & Radio- 
TV Dealers Assn. 

The four groups have asked their 
respective members to work out 
programs of their own to mark the 
occasion. Networks and _ stations, 
which have received plenty of am- 
munition from RAB and NARTB, 
will start firing their big guns on 
Sunday. 


= CBS’ brightest stars—Bing 
Crosby, Jack Carson, Art Link- 
letter, Lowell Thomas, Robert 


Trout and Robert Q. Lewis among 
others—will get into the act. NBC 
will beat the drums with special 
fervor since the event coincides | 
with that network’s 30th anniver- | 
sary. ABC and Mutual also have! 
special observances planned. 
Four RAB executives will take 
to the road to address advertising 
groups during the week. The bu- 
reau’s speech makers include Kev- 
in Sweeney, president; John F. 
Hardesty, vp and general manag- 
er; Arch Madsen, director of sta- 
tion services, and Sherril Taylor, 


vp. 


The radio promotion bureau’s | 
exploitation kit for Radio Week 
contains specific ideas for promo- | 
tions, scripts for 63 announcements | 
and two speeches to be delivered | 
by station men. 
® NARTB laid the ground work | 
for the week’s doings by writing to 
200 trade associations, and civic, | 
fraternal and social organizations | 
throughout the country. Many of 
the organizations indicated they 
(Continued on Page 93) 


Weekly Newspapers’ | 


National Ad Volume 
Is Up 9% in Quarter 


New York, May 8—Dollar vol-| 
ume of national advertising in 
Greater Weeklies newspapers is| 
up 9.6% for the first quarter of 
1956, according to Charles R. 
Mitchell, new president of Great- 
er Weeklies Associates, national 
association of weekly newspaper 
publishers. 

“This rise,” he told the spring 
conference of GWA, “following a 
gratifying 19.5% increase in 1955 
over the 1954 total, coupled with 
an 18.4% increase in linage in 
1955 is, we think, significant.” 

Mr. Mitchell said 41 new na- 
tional accounts were placed with | 
various newspaper members of) 
the group in the last year. He re- 
ported that automotive linage still 
dominates in weeklies, but that 
food and grocery accounts, some 
insurance companies and agricul- 
tural chemical marketers are in- 
creasing their use of weeklies. 


a Mr. Mitchell, who is general 
manager of the Review, Darien, 
Conn., succeeded Capt. John T. 
Tuthill, publisher of the Advance, 
Patchogue, N.Y., as head of GWA. 
Hubert D. Murray, publisher of 
the Wave, Rockaway Beach, N.Y., 
was reelected secretary. William 
G. Kerbin, publisher of the Demo- 
cratic Messenger, Snow Hill, Md., 
was reelected general counsel. 
Donald T. Forsythe, publisher of 
the Hancock Country Journal & 
Republican, Carthage, IIl., was re- 
elected chairman of the board. 


Hardesty Sweeney 


Taylor 


COAST-TO-COAST TAPE—Three Radio Advertising Bureau execs audition 

tape presentations as they prepare for a nine-city, coast-to-coast 

speaking tour during National Radio Week. They are John F. 

Hardesty, vp and general manager; Kevin B. Sweeney, president, 

and Sherril Taylor, vp and director of promotion. Each will speak 
in three different cities. 


PORTLAND, ORE., 
heaviest and most concentrated 
ad campaign Blitz Weinhard Co. 
has ever used to promote its beer 
is now in full swing, marking also 
the start of the brewer’s second 
century. 

From late April to mid-May, em- 
phasis is on a new label design 
and the theme, “A bright new look 
on our 100th anniversary.” Four- 
color newspaper pages present the 


so 


_ 


new label and copy that reads: 
“Our anniversary label is your in- 
vitation to discover for yourself 
today’s light, refreshing beer.” 

The new label uses red, gold 
and blue ribbons in a rectangular 
design against a white background. 
Ads also carry the symbol of a 
snowflake “to denote light refresh- 
ment.” 


Oregon Brewer Blitzes Quatfers with Ads, 
Redesigned Label to Celebrate Centennial 


May 8—The| 
| Walter Landor & Associates, San 
|'Francisco, Guidance in the. selec- 


The label was designed by 


tion of the label and in develop- 
ment of the new campaign was 
obtained through research by El- 
mo Roper & Associates and Dan 
Clark & Associates. 


s Twelve designs for labels were 
submitted to Blitz Weinhard. The 
label finally chosen was the choice 
of more than 70% of 2,500 retailers 
and consumers surveyed. In this, 
the panel overruled the label that 
learlier had been picked by Blitz 
| Weinhard directors, it was report- 
‘ed by R. G. Lund, general sales 
|and advertising manager. 

| In the first and current phase 
of the promotion, emphasis will 
| be on the label and primarily by 
| visual media—tv, newspapers, and 
outdoor. Some radio also will be 
used. 

Following the introductory 
phase, the program will emphasize 
photographic treatment, in news- 
papers and outdoor, of typical 
young people enjoying the beer 

(Continued on Page 56) 


‘Randall Co. Appoints Four 

Fred M. Randall Co., Detroit, 
has appointed Lee Crooks, vp, di- 
jrector of creative services and 
chairman of the plans board and 
Charles H. Keller, with the agency 
for three years, a director and vp. 
At the same time, Jack W. M. Floto 
joined the agency as an account 
executive; he was formerly asso- 
ciated with Campbell-Mithun, Chi- 
cago. Another new member of the 
Randall staff is Norman Kenyon, 
formerly a feature writer at the 
Detroit Free Press. 


Canadian Broadcasters Err in Asking 
‘Independent’ Regulation: Fowler 


Labor Group Blasts 
Private Network Plan 
as Ottawa Hearings End 


Ottawa, May 8—Chairman Rob- 
ert M. Fowler of the Royal 
Commission on Broadcasting in 
Canada has warned private broad- 
casters they may be jumping from 


Seven Cowles Execs 
Receive Promotions; 
Swan Named Exec VP 


MINNEAPOLIS, May 7—Promotion 
of seven executives of the Min- 
neapolis Star & Tribune was an- 
nounced by John Cowles, president 
and publisher. 

Joyce A. Swan was elected to 
the newly-created position of exec 
vp and general manager. He pre- 
viously was vp and general man- 
ager. 

In addition, four new vps were 
elected: John W. Moffett, adver- 
tising director; Otto Silha, busi- 
ness manager; William P. Steven, 
executive editor, and Howard Mi- 
thun, attorney. All previously had 
been directors of the company. 
John Cowles Jr. was named a 
member of the board of directors. 

Other officers were re-elected, 
including Mr. Cowles, Lyle K. 
Anderson, vp and treasurer, and 
Stanley Hawks, vp and secretary. 


= Mr. Cowles told stockholders 
at the annual meeting that be- 
cause of continuing growth of the 
papers’ circulation and advertising 
volume, 10 new high speed press 
units, two folders and much other 
new production equipment have 
been ordered. He said construction 
of an addition to enlarge the 
plant’s productive capacity will be 
started soon and announced that 
the entire plant will be air con- 
ditioned in 1957. 


Skip Superlatives 


the frying pan into the fire if 
their pleas for an independent 
regulatory board are impiemented. 

He said the industry might find 
itself operating under greater re- 
strictions than at present if it is 
decided to replace the present sys- 
tem of control by the board of 
governors of the Canadian Broad- 
casting Corp. 

He made the comment after 
spokesmen for the Canadian Assn. 
of Radio & Television Broadcasiers 
had argued in favor of turning 
the CBC’s powers of broadcast 
regulation over to an impartial 
semi-judicial body. 

T. J. Allard, exec vp of CARTB, 
said it was not in the public inter- 
est for the CBC te be able to reg- 
ulate its competitors as well as 
itself. 

The CARTB plea was a “strange” 
request, Mr. Fowler said. 

“Before you start proliferating 
boards and commissions, you must 
decide whether they would be 
worth the money,” he said. 


# An independent board, he stat- 
ed, would be staffed by men “not 
much different from the members 
of the present CBC board of gov- 
ernors. 

“I'm a little disturbed at a 
bunch of private enterprise people 
asking for more control,” he said. 

When Mr. Aliard later conceded 
that there is nothing in the Broad- 
casting Act preventing - private 
broadcasters from operating their 
own networks as they had de- 
manded in their brief, the chair- 
man replied: “It’s your own fault, 
then, that you’re not doing it now.” 

He said if the present system 
permitted what was wanted, there 
wasn’t much point in recommend- 
ing a change. The CBC’s control 
over independent stations, he as- 
serted, is “slight.” 

Later Mr. Allard said, “We have 
no quarrel with the CBC as such, 
Our quarrel is with a legislative 

(Continued on Page 56) 


in Ads; Let Facts 


Sell, Says National Gypsum‘s Baker 


Burrato, May 10—National 
Gypsum Co. has spent around 
$20,000,000 on advertising during 
the past 30 years, Melvin H. Baker, 
board chairman and founder of the 
company, said at a dinner meeting 
of the Buffalo chapter, National 
Industrial Advertisers Assn. here 
tonight. 

“As is true of all advertising,” 
said Mr. Baker, “the effectiveness 
of our advertising must be meas- 
ured by public acceptance of the 
product. In the case of Gold Bond 


Highlights of This Week's Issue 


Harrison McClung, JWT ex- 
vp, head of overseas trade 
fairs Page 20 
Ad techniques shouldn’t crowd out 
creativity, Bernbach tells stu- 
dents 
Color photography in ads “wal- 
lows in the corn of a decade 
ago,” critic says 
National Automobile Dealers Assn. 
publishes new statement of ad 
principles 
Prices of all 57 autos will rise, Bu- 
ick’s Ragsdale says ...Page 34 
Good servicing of tv sets means 
better selling, Westinghouse’s 
Halpin tells dealers ....Page 36 
Trading stamps have grown most 
since ’51, Vredenburg finds in 
ee eT 
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|Department of Commerce names|Esso introduces its Golden Esso 


Extra gasoline in six cit- 
ies 
Effective magazine ads can be re- 


peated with no readership loss, 


Needham, Louis finds ..Page 63 
|Ads should tell readers what 
they are about, Jim Woolf 
MN ChbG en auedid vue a Page 66 


Public stock ownership may be 
double-edged as good will build- 
er, E. B. Weiss notes ...Page 66 

Kameny Associates handles four 
non-competing Japanese camera 
QT ahs 0 btca dee0 

Chicago art studios are organized 
to achieve industry improve- 
PRED: decndocecs udees 

Field sales force is best source of 
information for new products, 
GE exec says ..........Page 79 


Adman who doesn’t look like ad- 
man or model is 
model in ad 

Ads may help end hatless trend 
among men, Hat Corp.’s Salesky 


“believable” 


OE: + cehienstis sah uae Page 81 
REGULAR FEATURES 

Advertising Market Place ............ 
Coming Conventi 
Creative Man's COPMel crccccccccccccccerneennnerned 64 
Editorials a 
Employe Communications 2.0... 66 
Getting Personal 16 
Information for Advertisers .......................82 
Locking at Radio & TV ......0.. nA 
Looking at Retail Ads ..............0-. | 
On the Merchandising Front ....... <n 
Photographic Review occ.cccccccccccececcrecssseeenenne 76 
Radio and TV Ratings 
Rough Proofs 


Salesense in Ads 


This Week in Washington .................... 
Voloe Of the AGVOTBSOE ..ccccccccscceececonee 


What They're Saying co.cccccceveccsvessersens ee | | 


(the National Gypsum label), this 
acceptance may be told in the fact 
that in an average of one new 
structure out of every four last 
year, Gold Bond was used. This 
has significance when it is con- 
sidered that 30 years ago the com- 
pany did not have a single cus- 
tomer.” 

National Gypsum recognizes 
that advertising copy must come 
to grips with facts in a manner 
to compel the readers’ attention, 
said Mr. Baker. “It must be prac- 
tical with ideas that will command 
the interest of our sales people and 


(Continued on Page 88) 
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| WALTER REICHART, with Collier’s in a 
| sales capacity for three years, has 
93 | been named advertising manager 
12\of the new Crowell-Collier unit, 
| which combines Collier’s, Wom- 
y~ an’s Home Companion and Amer- 


ican Magazine, 
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Magnecord to Gourfain-Cobb ing for its line of professional tape, 
Magnecord Inc., Chicago, has ap-|recorders. Arthur Towell Inc.,| 
pointed Gourfain-Cobb & Asso-| Madison, Wis., formerly handled| 


ciates, Chicago, to handle advertis- | the account. 


RHR GSS UP SE, ES ED LE AE TI + HI 
To influence doctors — advertise in | 
MODERN MEDICINE 


America’s most influential medical journal 


MODERN MEDICINE gained . . 1,945 pages 
Journal B gained. ........ 815 pages 
Journal C gained......... 470 pages 


During the past 10 years 
among the three nationally 
circulated medical journals: 


Agein in toss woven merrcne MODERN MEDICINE 
pharmaceutical edver- 


corned more 
tsi a 4s Minneopolis, New York, Chicago, Son Francisco, Los Angeles 
aoe ap as in Conede: Modern Medicine of Canada 


nel in the world. 
" In Greot Britain: Modern Medicine of Great Britain 


Dairyland Missionaries 
Tell Wisconsin Story 


State Devotes Funds | 
to Sending Promotion | 
Teams All Over U.S. | 


| 
Mapison, Wis., May 8—Mer-| 


ered by the promotion team has 
included Michigan, Florida, Ohio, 
Texas, Oklahoma, Maryland, Mon- 
tana, Alabama, Georgia, Kentucky 
and South Dakota. 


s Making up the state team for 


chandising, advertising, p.r. and/this ambitious promotional pro- 
point of sale—plus feminine glam-| pram have been four marketing 
or and consumer education—are | specialists from the department of 
all wrapped up in a program help- |agriculture; two state nutrition- 
ing make more Americans aware) jicts. Barbara Brown, a 22-year- 
of Wisconsin as the nation’s No. 1| 914 girl who is serving for the year 
oy sae ed fi > ,as “Alice in Dairyland,” good will | 

The program start Ive years! envoy of the state’s dairy indus-| 
ago on a modest scale under the) try. John Aboya, public relations 


has been 


McCORMICK 
named director of advertising and 
sales promotion of Motorola Inc., 
Chicago. He formerly was with 
General Electric Co. as manager 
of advertising and sales promotion 


HAROLD J. 


sponsorship of the Wisconsin state 
department of agriculture. 

This year the state-sponsored 
Dairy Week promotion is reach- 
ing more than 2,500,000 families in 
19 cities in 11 states and the Dis- 
trict of Columbia. The route cov- 
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Aiming at the Rich Southwest... 


Dont Miss the MAGIC 
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specialist, and Robert Long, ac- 
count executive of Klau-Van 
Pietersom-Dunlap, Milwaukee ad 
agency serving the department. 

The promotion in each of the 
markets selected follows a definite 
pattern, altered only slightly by 
local conditions. 

The promotional group makes 


for tv. 


CBS Answers Zenith: 
Denies ‘Merit’ of 
Censorship Charge 


an advance trip to each market 
some five weeks prior to Dairy 
Week, purchasing tv and radio 


time, arranging newspaper con- 


—and lining up radio and tv inter- 


| 


| 


New York, May 11—Columbia 
Broadcasting System this week 
filed its answer to Zenith Radio 
Corp.’s $213,749 breach of contract 


tacts—food, farm and city editors |suit in U.S. district court. 


Through Rosenman, Goldmark, 


views for members of the Wiscon-|Colin & Kaye, CBS asked for a 
sin group. Magazines in the food | determination that the network 
field are contacted, and special owes Zenith $54,916 “and no 
promotions are arranged with res-|more.” CBS also asked for dis- 
taurant groups, caterers associa-|missal of the second cause of ac- 
tions, hotels and other groups con- ee in the complaint. 
cerned with food. CBS admitted that Zenith has 
some program reimbursements 
= Contacts are made with leading due under an agreement calling 
local retail food outlets. Point of |for CBS to pay one half the cost 
sale material offered by the state |of Zenith’s “Omnibus” (CBS-TV) 
is displayed and orders taken for|participation as alleged in the 
it. Tie-in advertising is set up, and| Zenith complaint. But by CBS’ 


START WITH METROPOLITAN TUiSA, 
WATER CAPITAL OF THE SOUTHWEST 


Beautiful, bustling Tulsa . . . Oil Capital of the 
World, and fast gaining new fame as the Water City 
of the Southwest . . . is perched right in the center 
of the billion-dollar Magic Empire. A quarter of a 
million people live in Metropolitan Tulsa, and the 
water supply is geared to twice that population; in 
fact, the source of supply will meet the demands of 


Metropolitan Tulsa's 278,400 residents also share 
an effective buying income of 497 million dollars; 


all phases of the local stores’ op- 
erations are geared to the promo- 
tion. 

A vital part of the promotion is 
the hiring of local girls to be used 
as store demonstrators. After be- 
ing trained by the state’s nutri- 
tionists, they are costumed in at- 
tractive red and white polka dot 
uniforms bearing the Wisconsin 
identification and assigned to 
stores. 

Their job is to pass out cheese 
samples and give people back- 
ground on the Wisconsin dairy in- 
dustry. They avoid stressing any 
one brand name. Their story is a 


(Continued on Page 52) 


figuring, the network owes Zenith 
costs for March, minus about $21,- 
000 for the two April telecasts 
Zenith contracted for but did not 
carry. 

CBS maintains that the second 
cause of action—that the network 
refused on two occasions to accept 
“Omnibus” commercials on Phone- 
vision—has no merit. 


Francis Sammons Joins JWT 

Francis E. Sammons Jr. has re- 
signed as agency director of Bank- 
ers Life & Casualty Co., Chicago, 
to join J. Walter Thompson Co., 
New York, as a new business rep- 
resentative. 


when you're 


REMEMBER... i= jb 


ae $359.00 per family above the national level. Get placing 
YOUR share of this rich market by advertising in es 
adver- 7G 
the Tulsa World and the Tulsa Tribune—preferred Cl, tising A MC 
reading of 161,386 people in the fabulous, billion- B a ) 3 
dollar Magic Empire. d T ; sy¥yviie So Ane ia 
— YT Th fs 
©) 7G J AG 4 
Z 
& 
HERE’S 4 
twat 4 bog THE ONLY 
5. ae " WAY TO : 
-— | SELL g 
CANTON 3 


a 


ORLD uss Crib une 


REPRESENTED NATIONALLY BY @ THEBRANHAM CO. ce 
- QFFICES IN THE PRINCIPAL CITIES IN THE U.S. A. .. | 


VE 
O 


—Fource: 1955 SUR 


represented nationally by 
Story, Brooks & Finley . 


Y OF BUYING P 


i ! q 


Sine 


— 


Pale ARS ea Lik eee a EY aa ry tert ey kee 9, Bre’ 2” Fase tae Fe ee Rg ee: - ka 
ft. ye ok et a ieee ae ae ee i 
Hees a < 
pare 7 —— 
bc ‘ — “= * 
1ee -4 Advertising Age, May 14, 1956 
bis ‘ 
bers ; 
z ee . | 4 te 
‘ + ae kL of 
:" ; a * 
4 tr mo 
0 emer ee cane mse erence eer eee a ae, 
aa | > ; 
eS = | a <2 
a * ‘ : ~ 
a | . | 
: | — 
: | ee i ; s 
i | 
. ( 
s 
oe fe ' 
“a 
“ Et AP SR SR) IRS FE So eS | 
the 
3 MBSE! 8 ATL 8 a ORB ORE L! ERE: | ‘ 
. 77 / 
2 ee = po / 
i | ; 
‘ | | 
ae | | j 
Pe ee oy | 
Bis: 
3 j is” ‘ 
~ . oa 4 i. 
Hey 4,| \ ‘ } 
Fe! ~~. i 
\ . } 
ag bane a 4 
w <.%| \ 
ad tin My » 
| ays Si | 
/ . a 8S ~ \ 
ie ’ 4 a — > ~ SS ‘ 
s. bd! Ne 
i ee 
ee: i= 
iE ees 
| / > 
i ~ oe. 
i WS = b 
i j SS 2, ) 
; Ah oS t 
i j l= A \ 
i a , 
ite TA ~ 
Z | NN 
4 » a 
0 | > ee 2 
F - — ’ 
fs ZAIN | Da 
ea Kee PX\ as | 
: —_— 
f | ~*~ i S23 et * | 
4 . - : : » bea a ey r gy Bere e ne as : 
;- S| |: "a “ Nt ; ae | 
é 4 = a oe 
AAR S ee ) : 
yy <Z) . {| — — ‘e | 
4 “7 ae — ' 
. | =e &(Ou= 
< YB +% e Pye, 
¥ 7 1% 
: <e 
oy : rte a 
hove | 
| "oO | 
f ae ] 
f 2 Rey, prrren 
i . CG ¥ 
e cr 
: } oO < > 
ay a> “a 
on » q 
¥ pape 
i eel a bE = 
~ ore ww © 
4 5 f- x = 
a my BS i 
”” yee ee ae 
4 oe eae wey 
a OP, —_ 
- “vi hats nas st I a9: 
Se Re a nae oy Bde y ‘ oo fied te, Thee ri 7 Mas nae Pay ‘ ¥ 
‘ MaRS, Nae a Le ae Bieta oles ye Mae eee re: ei rE : _ _ jee KL! 
Mii a ie sce Nas i ens sere. ee ar 8 at ee 4 a! ae Be oe 7, 
, . oat po ae wide thay hs dase fi Da | Ry ee ae oa ; H ; . en itll 
ee ee, bas Ree Me wa —_ : 4 x . 
ae Bet are >») eee © Me A Brush-Moore Newspaper “Gag @ | 
oe ee $ = — 
adel eat , Pe 
Big lars | tree : < 
eRe ol Be is > =“ _ oa 
kes OE AS. | 5 4 
a : P r 
Shirt res a ae : . . 
heen Scans , OWER, = 
ate oe Lg eae hy ad : wry, | “~~ 
pe } 


| exe ee : | e 

) another ™ * 

pee Y year, | 
/ . . another 3 


| i 
{ 
ror 
} . 4 
i It is in the realm of newsstand sales that TY GUIDE’s ; 
record shines brightest. Current newsstand sales, s re 
running 800,000 ahead of one year ago, have played — 
the major role in pushing TV GUIDE’s total 
current circulation to 4,000,000. ‘* ¥ 
Far and away the leader among weekly, bi-weekly, and 
monthly magazines during 1955, TV GUIDE, 
in the first three months of 1956, increased its weekly 
. newsstand sales to an incredible 3,200,000 
\ ; —highest figure ever reported. 
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Koehring to Marschalk & Pratt 


Martin Koehring, who has been 


AND ILLUSTRATIONS @ 
FOR, FAST LAYOUTS 


eARI 


There's nothing like the monthiy Clipper fer | a member of the copy department 
fast layout in emergencies. BIG NAME firms | of McCann-Erickson, New York, 
that you know depend on the Clipper for Clip- since 
Art. Free sample. No obligation. Address. . . 
MULTI-AD SERVICES, INC. 
Box 806M Peoria, illinois 


1955, has been appointed 
creative director of the Marschalk 
& Pratt division of McCann-Erick- 
' son. 


Je ORE Retail Sales Per Family 
Fort Wayne oe seer urs aseree 


“$5,348 Figure Also Tops 3 
Indiana Average by 42% a 


FORT WAYNE 


More than ever before, Fort Wayne's retail 
merchants are relying on the pulling power 
of THEIR NEWSPAPERS to sell the rich 
Golden Zone market. Why don't you? 


PORT WAYNE NEWSPAPERS, INC., Agent 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


“Mustache Art’ or Aids to Advertising?— 


|sue in business paper publishing 


Readex. 

The question sizzled warmly at 
a Dotted Line Club session yester- 
day, as two business paper execu- 
tives debated the case. They were 
Russell Sanford, director of mar- 
|ket research and sales promotion 
}of Modern Hospital, and Anson) 
|Meanor, district manager of Mc-)| 
|Graw-Hill’s Product Engineering. 

Admittedly “opinionated,” Mr. 
Sanford started off by blasting 
both Starch and Readex, declaring 
that “neither is adequate in any 
| way as research, that they open 
| themselves to unscrupulous use by 
|some publishers—and they do 
a about it.” 


|# On the matter of adequacy, Mr. 
| Sanford noted that Readex needs 
|5-600 mailings to retrieve a sam- 


A UNIQUE SALES ADVANTA 
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At the vital moment when purchase is first contemplated, 
T.R. is habitually consulted by U.S. Industry for the Com- 
plete, advance picture of all available sources of supply. 


The fact that this important first contact produces con- 
crete results, can be substantiated by the continuous annual 


increase in the number and quality of T. 


11,648 Advertisers in 1956 


The dominant function of Thomas Register 
to its advertisers can best be defined by 


TO THOSE WHO INCLUDE T. 


GE ACCRUES 
R. IN THEIR 
RAMS 


R. advertisers... 


Edition. 


Cuicaco, May 8—A burning is-|ple of 100, 


Business Publishers Debate Starch, Readex 


“nobody || 


and that 


|knows” how many calls Starch 


|ranks here is the merits of read- interviewers require. 
ership studies, such as Starch and | 


“Who are these 20% or so who'll 
mark articles with a red crayon?” 
Mr. Sanford wondered. “Are they 


the boys who like to paint mus-| 


taches on signboards? Nobody 
knows—there’s no comparison be- 


tween respondents and non-re-| 


spondents.” 

As for the abuses, Mr. Sanford 
read a letter from one publisher 
to prospective Readex respondents 
which told them: “You are going 
to get not one, but two copies of 
the October issue. One will be 
sent by Readex ... Will you watch 
for that second copy and give it 
your closest attention?” the letter 
concluded. 


s “That isn’t honest,’ Mr. San- 
ford commented. “It isn’t research. 
What happens to your sample if 
you try to prime people?” 

He also cited use of Starch fig- 
ures for ads comparing magazines 
as to advertising readership. In 
sum, Mr. Sanford urged that “if 
we stood up to the agencies and 
explained the defects of this re- 
search they might stop pounding 
us with questions like, ‘Are you 
Starched?’ ” 

In reply, Mr. Meanor agreed 
that the “primer” letter was un- 
fair, though he observed that “it 
only happened once.” He also hit 
competitive selling by means of 
the readership studies: “Any sales- 
man who used Readex to show) 
that one magazine is better than 
another is making a great mis- 
take.” 


s Nevertheless, he said, McGraw- 
Hill (a Readex user) has found 


the studies of great value in con-| 
trasting good ads with what he| 
called the “chamber of horrors”—| 
such low-interest ads as pictures of | 
company presidents, for example. 

“The trouble with advertisers 
and agencies today is they’re not | 
writing copy as well as they know | 
how,” he commented in explaining | 
the need for such comparisons. | 
In McGraw-Hill presentations of 
Readex figures, he explained, the 
emphasis is on comparing copy, 
with “as little media selling as 
possible.” Editorial readership 
figures are used as a “par” to 
show what can be accomplished 


| 


Advertising Age, May 14, 1956 


WALLACE M. HUGHES has been named 
publisher of the Milwaukee Sen- 
tinel, succeeding Robert C. Bassett, 
who has been named vp of Joseph 
Schlitz Brewing Co. (AA, May 7). 
Mr. Hughes formerly was vp and 


assistant general manager of 
Hearst Advertising Service. 


by effective advertising. 

In addition, Mr. Meanor said, 
McGraw-Hill “merchandises” its 
Readex figures: It makes awards 
for top-rated ads and sends them 
around to the winning advertisers. 


Kentucky Voids Fair Trade 
Kentucky’s 19-year-old fair 
trade law has been declared un- 
constitutional by Circuit Judge 
Stuart E. Lampe. The opinion was 
handed down in a suit by General 
Electric Co. against the American 
Buyers Cooperative of Louisville, 
but the judge held the decision in 


jabeyance “pending a decision as 


to whether an appeal will be 
made” because of the widespread 
application the ruling may be 
given. 


Cowan Named CBS VP 

Louis G. Cowan, who joined 
CBS Television in August, 1955, to 
create new tv shows for the net- 
work, has been named vp of crea- 
tive services of Columbia Broad- 
casting System, New York. He 
will have no direct operating re- 
sponsibilities in the new post; his 
position is described as advisorv. 
Mr. Cowan retains his ownership 
in Louis G. Cowan Inc. 


Hueston Joins Pharmaco 
Edward A. Hueston, formerly 
with Lever Bros. Co., has joined 
Pharmaco Inc., Kenilworth, N.J., 
as assistant advertising manager. 


Everything’s New in New Orleans 


READERSHIP Ze niO 


BUYERSHI 


THOMAS PUBLISHING COMPANY - 461 EIGHTH AVENUE 


P ‘IOO* 


- NEW YORK 1, NEW YORK 


New Mississippi River Bridge. 


link east and west banks 
is expected to be in use 


The largest canti- 
lever in the U. S., the new $59 million bridge will 


in the downtown area. It 
before the end of 1957, 


and will open a vast new market potential. 


Everything's new except 


the one way fo sell it— 


The Times-Picaaumne 
NEW ORLEANS STATES 


Represented Nationally by JANN & KELLEY, Inc. 
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“The sound barrier is old hat. Now 


Watch the newsstand in a sta- 
tion at commuter time, and you 
might think that most maga- 
zines were bought by men. But 
never forget that the word 
“newsstand” covers a multitude 
of outlets. 

In thousands of supermarkets, 
for instance, one of the fastest- 
moving items is reading matter. 
Who buys it? Women, of course. 
And what do they buy? A recent 
national survey shows in super- 
markets The Saturday Evening 
Post outsells its nearest com- 
petitor by a margin of 77%. In 


Which weekly magazine makes 
the biggest hit with the Mrs. ? 


other words, the Post is every 
bit as popular with wives as it is 
with husbands. 


All very well, you may say, 


but aren’t these women covered 
by other media? We have the 
facts on that, too. 51.5°%, of Post 
families don’t buy any of the 4 
major women’s books. And 82°; 
don’t buy any of the store-dis- 
tributed magazines. So it ap- 
pears that the Post is not only 
America’s No. 1 family maga- 
zine. It ranks as one of the very 
top women’s magazines, too! 


It gets to the heart of America. 


NEWSSTAND SALES 


LATEST ABC FIGURES 


$00 000 1.000 000 1,300,000 
rn rm 1. 


‘THE SATURDAY EVENING POST | 


LIFE 
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planes are facing the melting point!’ 


Detroit, Michigan, previews “Inferno in the Sky" from this week's Post. 


GUY S. WARREN, Jr., Executive Vice President, D. P. Brother & Co., : 


“Air friction on a plane builds up at 
supersonic speeds. Now we've got en- 
gines powerful enough to push our 
planes so fast the skin melts off and 
the pilot dbroils’ Space men have it 
easy —there’s no air to worry about 
up there. But this article says that we 


earth travelers may have to creep 
along at a speed of less than 3,000 
m.p.h. for the rest of our lives!” 

. > > 
In all, 10 articles, 5 stories, 2 serials and 
many special features in the May 19 
issue of The Saturday Evening Post. 


FIGHT Over 
FLUORIDATION 
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Management Men Look Abroad... 


Profitless 20 Years, Heinz’ British 


Operation Doubles 


RCA’s Watters, Olivetti’s 
De Robert Also Speak as 
AMA Sets Overseas Unit 


New York, May 8-——The Amer- 
ican Management Assn. went in- 
ternational last week. 

A new division—the Inter- 
national Management Assn.—was 
inaugurated by the AMA with a 
three-day conference on “Man- 
aging Foreign Operations.” 

Some 400 executives of Ameri- 
can and Canadian companies heard 
a score of speakers discuss the 
problems and outline the sales op- 
portunities in international mar- 
keting. 

The consensus: sales are there 
for companies willing to develop 
them. 

In a keynote address, H. J. 
Heinz II, president of H. J. Heinz 
Co., Pittsburgh, declared that for- 
eign operations “offer a profit and 
growth potential that too many 
American companies have neglect- 
ed.” 


® Mr. Heinz said private foreign 
investment currently is running 
at the rate of $1.6 billion a year, 
“most of it by oil companies.” This, 
he pointed out, “is less than our 
present $2.2 biliion of annual 
earnings from investments abroad 
—not a very impressive record.” 

Mr. Heinz gave his own com- 
pany as an example of how long 
cultivation of overseas markets can 
pay off. He related how his grand- 
father started the Heinz com- 
pany in 1869, sold samples in Lon- 
don by 1886 and established fac- 
tories in Britain in 1902 and in 
Canada in 1908. 


Today, reported Mr. Heinz, the’ 


company gets 44% of its total sales 
from outside of the U.S. 

Mr. Heinz said that when the 
company began operations in 
Britain, the market for processed 
foods was virtually non-existent. 

“Largely because we pioneered 


in those lines,” he added, Heinz) 


now sells more canned spaghetti, 
beans and baby food than all its 
British competitors combined. 


@ Mr. Heinz, who spent five years 
with the British company, con- 
ceded it was a long haul. It was 17 
years before Heinz made any prof- 
it in Britain and 20 years before 
any profit found its way back to 
Pittsburgh. 

Mr. Heinz reported, however, 
that sales of the British company 
have doubled every four years 
since World War II. He said 
Heinz’ fastest-growing overseas 
branch is in Australia. 

The Heinz policy is to manu- 
facture locally, where the market 
justifies it and provided raw ma- 
terials are available. Mr. Heinz 
pointed out that exporting makes 
a company vulnerable to import 
and currency restrictions. He re- 
vealed that in 1949 Heinz had $1,- 
000,000 worth of business wiped 
out by new governmental restric- 
tions in South Africa. 

Mr. Heinz emphasized that a 
company gets more than profits 
out of an overseas operation. He 
said important technological im- 
provements have originated in 
Heinz foreign subsidiaries. 


2 A. F. Watters, operations man- 
ager of the international division 
of Radio Corp. of America, told 
the conference that distribution 
patterns overseas are “extremely 
fluid.” They vary from market to 
market, he said, and the “big key 
to success” in selling abroad is to 


Sales Each 4 Years) 


can cope with currency restrictions, 
political changes and local cus- 
toms.” 

Mr. Watters gave a thumbnail 
| sketch of RCA activities overseas. 
|He said RCA now has 14 associ- 
ated companies abroad, their op- 
erations ranging from complete 
manufacture to partial manufac- 
ture and local assembly. The com- 
pany also has foreign licensees. 

Right now, added Mr. Watters, 
RCA is about to establish a new 
company in Venezuela. “This will 
be our first owned distribution 
outlet for our technical products 
and services,” he said. 


® Olivetti ads look alike, whether 
you see them in New York or 
Bangkok. How this consistency is 
maintained was explained to the 
IMA conference by Eduardo de 
Robert, assistant to the president, 
Olivetti Corp. of America. 

Olivetti, an Italian company sell- 
ing typewriters and office ma- 
chines in more than 100 countries, 
maintains a central office to co- 
ordinate advertising in all mar- 
kets. 


® Other conference speakers dis- 
cussed problems of personnel, tax- 
es, financial risks and government 
relations. A reiterated piece of ad- 
vice was the importance of employ- 
ing local nationals in overseas com- 
panies. 

The International Management 
| Assn. will follow this conference 
| with an intensive program of ac- 
tivities. More than 50 seminars 
will be held this year. Five work- 
shop seminars will be held con- 
currently May 14 and 15 and will 
be repeated May 17-18, May 28- 
29, May 31-June 1 and June 14-15. 
| All will be in New York. 

_-The IMA program will have two 
phases. The first will be for man- 
agers of American and Canadian 
companies with overseas opera- 
tions. The second will be for ex- 
|ecutives abroad. 

| Lawrence A. Appley, president 
of the AMA, said the new division 
was established to provide a pool 
of information and experience on 
management in the international 
field. Almost half of AMA mem- 
ber companies are now doing 
business abroad, and AMA has ac- 
quired, without any solicitation, 
600 members from 52 countries. 


Modess Offers 250 Prizes in 
Contest Based on Ad Series 

Modess division of Personal 
Products Corp., Milltown, N. J., 
has launched a $70,000 contest 
based on the “Modess because .. .” 
ad series which features high fash- 
ion photographs of women sump- 
tuously gowned by leading de- 
signers. Six of these ads are re- 
produced in color on the entry 
sheet and contestants are asked to 
tell in 25 words or less which pic- 
ture they like best and why. 

The contest will be promoted 
through a color spread in the May 
14 Life, two-color pages in the May 
13 Parade and May 20 This Week 
Magazine, plus newspaper adver- 
tising in 101 cities. Dealer aids in- 
clude ad blow-ups, streamers and 
package wrap-arounds. The 250 
prizes include five grand prizes of 
Paris vacations for two plus $2,000 
for spending money, 15 $1,000 
wardrobes and 50 $500 wardrobes 
which the winner may select at 
any store. Young & Rubicam, New 
York, is the agency. 


Sears Elects Worthy VP 

James C. Worthy, director of 
public relations of Sears, Roebuck 
& Co., has been elected vp in 


have the “proper personnel”— 


people who are adaptable, “who 


charge of public relations. 


* 
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PROTECT BY WAX PAPER—A series of 
four-color pages like this one, run- 
ning in 10 consumer magazines, 
featuring different foods in each 
ad, will be used by the Waxed 
Paper Merchandising Council in 
its $1,000,000 promotion drive. 
Ruthrauff & Ryan is the agency. 


“Reader's Digest 
International’ Plays 
Host to Agency Men 


New York, May 8—Reader’s Di- 
gest International Editions pulled 
out all the stops in entertaining 
visiting agency men concerned 
with international advertising. In| 
one of the most lavish media shin- 
digs seen in these parts for many 
a moon, the Digest last Wednesday 
staged an “Afternoon at Pleasant- 
ville” for several hundred guests. 

The New York Central’s private 
“Digest Special” arrived at the 
Chappaqua, N. Y., station—some 
40 miles north of New York City 
—at 3:30 p.m. Five chartered buses 
and a police escort took the guests 
out to the Digest headquarters. 

The visitors congregated in a 
gigantic tent pitched on the lawn 
outside the Digest’s main building. 
The tent had small tables for 
talking and dining, facilities for 
piped music, picture exhibitions, 
well stocked bars and a mock | 
newsstand with copies of the 27) 
international editions of the Digest. | 
French, German and Spanish- | 
speaking escorts staffed 20-minute 
plant tours. 


s Editor DeWitt Wallace tendered 
an official welcome. A. L. Cole, 
general business manager of the 
Digest, introduced Stanley C. Al- 
lyn, president of National Cash 
Register Co., who delivered a short 
talk on “Why International Trade 
Is the Best Hope for World Peace.” 

Before leaving, every guest was 
presented with a wicker basket 
containing $50 worth of gifts from 
eight countries where the Digest 
is published. The basket—which 
came from the Madeira islands— 
held a pearl tie tack (Japan), a 
silk scarf (Italy), a crystal Orre- 
fors jigger (Sweden), a bottle of 
Bourjois perfume (France), a 
Winston Churchill cigar and two 
bottles of rum (Cuba), a Rosen- 
thal Chica dish (Germany), a 
piece of Eskimo sculpture (Cana- 
da) and a piece of Wedgwood 
stoneware (Britain). 


® Today in Chicago, RD Interna- 
tional Editions entertained mid- 
western marketing executives with 
a series of brief talks by repre- 
sentatives of eight editions and a 
luncheon whose menu included a 
cuisine item in honor of each 
country. The speakers were intro- 
duced by Fred D. Thompson Jr., 
advertising director of the maga- 
zine. 


Hollingshead Names Kupris 
Anthony G. Kupris, formerly 
general advertising manager, has 
been named to the new position of 
merchandising and market de- 
velopment manager of R. M. Hol- 
lingshead Corp., Camden, N. J. 


Represenrea NaGTIONGHY DY VANN & NRELLET, INC. 


$1,000,000 Drive 
Will Push Wax Paper 
Wrapping for Foods 


Cuicaco, May 10—The Waxed 
Paper Merchandising Council this 
month launches a $1,000,000 drive 
in magazines and other media to 
push the use of wax paper with 
foods. 

About 10 national consumer 
publications and 34 trade publi- 
cations will be used. Approxi- 
mately $250,000 of the budget will 
go into regional and local adver- 
tising, using newspapers, radio and 
tv. 

Magazines to be used are Coro- 
net, Everywoman’s Magazine, 
Family Circle, Good Housekeeping, 
Ladies’ Home Journal, McCall’s, 
The Saturday Evening Post, Sun- 
set Magazine, Woman’s Day and 
Woman’s Home Companion. 

The ads show foods-in-use pro- 
tected by wax paper and waxed 
glassine paper. 


® Tie-ins with the American Bak- 
ers Assn.’s National Picnic Month 
in July and the Wheat Flour In- 
stitute’s National Sandwich Month 
in August are planned. 

The council says that its pro- 
motion in the past has been suc- 
cessful, and that the increase in 
sales of bread wrapped in waxed 
paper has, in part, been due to 
the copy slant of its campaigns. 


The copy stresses that bread en-| 


richment does not mean added 
calories. 

Ruthrauff & Ryan is handling 
the advertising. 


‘Town Journal’ Will 
Be Distributed in 
IGA Grocery Stores 


PHILADELPHIA, May 10—Town 
Journal and the Independent Gro- 
cers’ Alliance have worked out a 
plan for single copy sales of that 
magazine, which now has an all- 
subscription circulation. 

Under the plan, single copy sales 
will be made in 5,000 IGA food 
stores. 

R. J. Babcock, president of 
Farm Journal Inc., which pub- 
lishes Town Journal, said today, 
“Effective with the June issue, 
Town Journal will make available 
to IGA stores up to 50,000 copies 
for that month, building up to not 
more than 200,000 copies 
month by mid-fall. 

“This,” Mr. Babcock said, “will 
produce a substantial fall bonus 
over Town Journal’s§ 2,000,000 
guarantee.” 

The arrangement is the out- 
growth of a request by IGA for a 
test program, which began with 
the March issue in one wholesale 
area, and which was repeated with 
the April issue in two areas. 


® Single copy distribution will be 
on a fully-returnable basis, han- 
dled in terms of Audit Bureau of 
Circulations requirements. IGA 
wholesalers will be the distribu- 
tion channel through which the 
magazines are delivered to retail- 
ers and through which credits will 
be made for copies returned. 
“Because of their location, IGA 
stores are ideally suited for build- 
ing Town Journal’s circulation,” 
Mr. Babcock said, “because 80% or 
more of their business is with 
countryside families. Our diffi- 
culty in the past with established 
newsstand distribution has been 
that it has not been feasible to 
limit that distribution to outlets 
in countryside locations. We wound 
up with too many copies going into 
metropolitan centers.” 


Stafford Buys Kett 

Stafford Agency has purchased 
Kett Advertising Agency, both of 
Santa Monica. Kett personnel and 
accounts will move to the Stafford 
agency, 


Advertising Age, May 14, 1956 


‘Dine Out’ Push 
Pays Off Already, 
Isbell Tells NRA 


Cuicaco, May 10—The seven- 
month-old co-op advertising pro- 
gram of brand food manufacturers 
and the National Restaurant Assn. 
to boost the “Eat out more often” 
theme seems to be bearing fruit 
already. 

Marion W. Isbell, president of 
NRA, told delegates to the NRA’s 
37th annual convention this week 
that he is “very happy to note that 
no lesser authorities than the U.S. 
Department of Commerce and Kip- 
linger, in reporting restaurant sales 
for the first two months of this 
year, show a 9% increase in total 
restaurant dollar volume over the 
same two months of 1955. So it ap- 
pears that our eating out program 
is already paying off.” 

Reflecting this optimistic outlook 
in the restaurant business were thie 
record attendance and participa- 
tion figures for the convention. 
Over 33,000 restaurateurs attended 
the five-day meeting, and some 602 
manufacturers bought up 1,067 
booths in the convention’s exhibi- 


per | 


| tion area at Navy Pier. 


® Mr. Isbell believes much of the 
credit for the dollar volume gain 
|belongs to the NRA-coordinated 
RBI (Restaurant Business In- 
crease) promotion program, in 
which an estimated $6,000,000 has 
been invested by some 22 food 
manufacturers. NRA itself has put 
about $100,000 into the promotion, 
much of it in point of sale material 
and ad mats for use by local res- 
taurant associations and individual 
restaurants. 

Major portion of the promotion 
| (AA, Oct. 3, 55) is being carried 
on by food manufacturers, who are 
ladvertising their products as 
| available in restaurants. 

Since the RBI promotion pro- 
gram got under way last fall, the 
| total ad investment of cooperating 
advertisers has jumped from $2,- 
000,000 to $6,000,000, and the total 
number of participating major na- 
tional advertisers has jumped to 
|about 22, according to NRA. 


s Major weakness of the RBI pro- 
motion thus far seems to be the 
slowness of restaurateurs in taking 
advantage of the national promo- 
tion by doing effective local mer- 
chandising. 

“As merchandisers, we in the 
restaurant business are very back- 
ward indeed,” Mr. Isbell asserted. 

To alleviate this shortcoming, the 
Institutional Products Division of 
General Foods is supplying local 
restaurateurs with local promotion 
kits (displays, table tents, ad 
mats, menu stickers, etc.) in ad- 
dition to NRA’s own promotion 
of local merchandising. General 
Foods, one of the first advertisers 
to go into the RBI promotion in a 
big way, developed the theme of 
the “Greatest guy in the world— 
the guy who takes his family out 
to dine!” Mr. Isbell credits this 
theme with sparking the whole 
RBI promotion. 


® Looking at other problems and 
needs of the restaurant business, 
meanwhile, the Institutional Food 
Manufacturers of America, in co- 
operation with NRA, is conducting 
a survey of restaurant owners and 
operators to determine marketing 
patterns in the institutional food 
field. Among the questions being 
asked are queries about advertising 
expenditures, media use, how food 
manufacturers might directly or 
indirectly help solve restaurateurs’ 
problems and “Are you influenced 
by food advertising to consumers 
in selecting brands for serving in 
vour establishment?” 
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Growing 
ij Stronger 
| every day! 


ERE’S a sure-fire way for you to get a lion’s share of the 
food chain business. Simply make proper use of Every- 


—_— 


woman’s magazine! 


do 25% of the food chain business in the U.S.A., and this 
market is growing by leaps and bounds. It covers the nation’s 
i fastest growing group of chains. 


} For example, last year National Tea increased its sales 
| | from 520 million to 575 million. Colonial Sales grew from 333 
i million to 380 million. And every week Everywoman’s is 

adding more big chains to its list! 


\ Already, Everywoman’s magazine covers the stores that 
| 
} 
’ 
' 


{ Everywoman’s distributor chains already dominate such 
markets as Detroit, Cleveland, Denver, Los Angeles, Seattle, 
Dallas, Chicago, St. Louis, Fort Worth, Atlanta, Minnea- 
polis, Indianapolis, and Miami. 


} 
| And at every cash register in the 4632 stores of these 101 


i shoppers every day. Most of this is non-duplicated circula- 
tion! According to the most recent Starch Consumer Maga- 
1! zine Report, 66% of Everywoman’s households do not receive 

any of the four leading subscription-type woman’s magazines. 


chains, Everywoman’s magazine is sold to more and more 


| Many advertisers have greatly strengthened their market 
position by making proper use of Everywoman’s. We'll be 
| glad to tell you just how they did it because you can, too! 


Everywoman’s, 16 East 40th Street, New York, N. Y. 


EDITORS NOTE: Write us for the fast-growing list 
of fast-growing chains that distribute Every- 
woman's, We'll get it to you right away! 
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Another true-to-life story about some make-believe characters 


Why is a one-man survey 


like a one-arm driver 


in Chicago? 


Dhaay except Sunday Mortimer Mainspring roared from the green grass of Outer Exurbia 


radio in his high-priced, underslung, rubber-tired rocket. e 


Then, after spending business hours making executive-type 


a 
decisions he about advertising and selling Timekeeper Fine Watches, Mortimer > 
rs ae 


roared back home again listening to the radio along the way. 

Well, doesn’t everybody? At least so it seemed to Mortimer, as he zig- 
zagged through traffic. As a result of a one-man survey, \ Ay) Mortimer 
conjectured that everybody drove to town with car radio blaring as he did. Secondly, Mortimer 
reasoned that the people who could afford cars with radios were the people who 
could buy expensive Timekeeper Watches. So putting 2 and 2 together, Mortimer 


Z 
got 13... © 72 (weeks of radio commercial time, that is) to sell Timekeeper Watches. 


13 
Then along came Joe from the Chicago Tribune advertising department. 


He pointed out that Mortimer was definitely underestimating the 


size of the Chicago market for fine watches AGG and overestimating the number 


of radio listeners. In one year alone, for example, an estimated 438,000 watches were 
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sold in metropolitan Chicago. And in one day alone, scads of lads and masses of lasses (831,056 
by count) come into the Loop. Less than 30% of them travel by auto and only a fraction of 
(( 


| 
i these tune in wey a program. In fact, a top morning radio program 
| 
} 


reaches only 6.3% of the Chicago market—5.9% at home, and .4% in cars. The big majority of 


the Loop troops ride to and from work on public transportation. 
(And 3 guesses what they read as they rumble along.) 
The moral to Joe’s story was obvious, so Mortimer went to town in the Tribune. 
| And the moral to our story is this: A one-man survey, like a one-armed driver, may 
| be interesting, but it’s dangerous to follow. So why gamble with guesses on the Chicago 


2 
market CH when it’s so easy to be sure. 
a 


Nobody knows Chicago like the Tribune. 


(@ 


The Tribune has spent several million dollars to find out facts that vitally 


i affect your Chicago sales. It knows who your best customers are, where they live and shop, 
( = A 

P why they buy. This valuable information Sino = __ is yours for the asking. 

: : ° Le 4 Q pO rm 
\ 


Nothing sells the Chicago market like the Tribune. 
| Retail sales in Chicago and the 206 Chicagoland counties are big—valued 
at $17.8 billion. And the best way to sell this market is through the Tribune. Does advertising in 


~ 


lz 

the Tribune pay? >. > Just ask advertisers like Hunt’s Foods, A. T. McIntosh Co., 

Nero 
Chas. A. Stevens & Co., Eastern Air Lines. = 
| Peopie may praise the Tribune, fuss about it or blast it—but reading the Tribune 

Se or 3 al , 
| in Chicago is just like eating pickles at a picnic. /, _. Almost everybody does it. 
Everybody feels its impact. Practically 7 out of 10 families in the Chicago metropolitan area 
read the Tribune—almost half of all the families in 839 midwest towns read it. (Only 
: 1 out of 9 families in metropolitan Chicago tunes in on an average evening TV show—and 
national magazines reach only a fraction of the families reached by the Chicago Tribune.) 

So if you want to know something about Chicago, call in a —% 


joe from the Chicago Tribune and put him to work finding out. 


P.S. Always remember .. . dy If you want to SELL Chicago 


TELL Chicago in the Chicago Gibune 


THE WORLD'S GREATEST NEWSPAPER 
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Death Knell of Couponing? 


It has been no secret for a long time that supermarket operators, 
chain stores and even a considerable percentage of smaller inde- 
pendent food stores are not exactly enamoured of the coupon. They 
have been saying for many years that it slows up operations at the 
checkout counter, it adds to costs, redemption prices are too low, etc. 

Neither has it been a secret that redemption of coupons at retail 
counters is not all that the manufacturer might wish—and particular- 
ly that there has been a good deal of redemption which has little re- 
lation to whether the coupon redeemed was actually used to purchase 
the product with which it was associated. 

But it remained for Joseph P. Mott, president of the Super Market 
Institute, to sound the most ominous warning of all at the meeting of 
the institute in Cleveland last week. A recent survey of operator 
practice at the checkout, he said, showed that “nearly 50% of the 
operators no longer require the customer to justify each coupon with 
the merchandise or specific brands for which it calls. All coupons are 
deducted from the total purchase.” 

And he added: 

“That practice has become a trend which is constantly growing. 
And the reason is obvious. The number of manufacturers now using 
coupons makes it increasingly impossible for checkers to take the 
time to match each coupon against each item purchased. 

“The day has gone by when coupons can be related to the sale of 
a specific product,” Mr. Mott says. “So why continue a practice 
which does not benefit the individual manufacturer?” And he adds: 

“That 2¢ handling charge, plus the cost of printing and distributing 
coupons, plus all the other expenses that go into such a promotion, 
could well be spent in reducing the cost of the merchandise itself to 
the consumer. Or it might well be used to increase the distributors’ 
all-too-narrow margin on many items.” 

If we were selling products through supermarkets, we would 
not necessarily take Mr. Mott’s word for the extent of the practice of 
unrelated coupon redemption, but we would certainly investigate 
seriously to see how frequently we were indeed helping the customer 
buy some product in which we had no interest, or even contributing 
to the cost of a competitor’s product. 

Neither would we necessarily agree, if we decided to cut out the 
couponing, that the proceeds should go either to consumers or to Mr. 
Mott and his friends. Maybe we’d want to spend some of them, if 
not all of them, for more extensive advertising or some other form of 
sales promotion that we could relate completely and exclusively to 
the sale of our product. 


Media Advertising Is Not ‘Lousy’ 


Every once in a while, we hear somebody sounding off about how 
unattractive, or ineffective, or unseductive or unpretty media adver- 
tising is, and how much it could stand improvement. 

We used to believe this ourselves, but lately we have become more 
and more skeptical. And last week we finally decided that the con- 
ventional assessment of media advertising as “lousy” was complete 
nonsense. 

Media advertising on the whole is not “lousy.” It is attractive, pro- 
fessional, interest-compelling and, in a surprisingly large number of 
instances, believable and convincing. 

We reached. this strange and unusual conclusion from going through 
the advertising in last week’s issue of ADvertisinc Ace. As we leafed 
through that substantial volume of advertising for media of all kinds 
—newspapers, magazines, farm publications, business papers, broad- 
cast media, and a host of other advertising services of one kind and 
another—we found good layouts, good art, good copy, convincing ar- 
guments. So maybe we're prejudiced, but nobody is ever going to 
convince us again that media advertising, on the whole, isn’t every 
bit as well dene as product advertising. 


—Pat Thibodeau, Ed Gibbs Newsletter, New York. 
“I dreamed I was walking down the street in my Maiden Form bra, 


and I hated 


to wake up.” 


What They're Saying 


Arrested Development 
Any agency today is kidding it- 
self if it believes that a sophisti- 


cated advertiser with a really) 
profitable account is going to be 


content for long with one-man, 
two-man or three-man contact and 


service. The modern client feels 


that his account, particularly if it 


is growing, rates the services of a 


complete modern team. 


Therefore if any agency presi-| 
dent hopes to successfully compete | 
today and tomorrow he must pro-| 


vide manpower comparable with 
that of other forward-looking 
agencies. The agency must be 
equipped to hold and develop its 
accounts and obtain new clients. 
This means the building of a strong 
team of service talent. Otherwise | 


that old devil, Arrested + eget 


ment, may sneak up on him.. 


John Orr Young, in “Agency Man- 
agement,” published by John Orr 
Young & Associates, New York. 


Radio Is Here to Stay 


Television has been around, and 


I’ve been around television, long} 
enough to know that radio is here! 


to stay—and not on sufferance, 
either. I don’t believe people buy 
millions of new radio sets each 
year as dust collectors. I do news 
on both media and I’m impressed 
with how much more complete a 
news account is rendered each day 
via radio than via television. It’s 
not only more complete, but faster. 
We can bring in eye witness re- 
porters from almost anywhere in 
the world on radio on a few min- 
utes notice. Tv can’t yet do that. It 
has its advantages, but speed and 
flexibility are not yet among them. 
I don’t know which medium will 
outlive the other, but I know which 
kind of broadcaster will—the ra- 
dio performer. Their ulcer rate is 
considerably lower. 


—Eric Sevareid, in “Top Broadcast,” 
published by WTOP Radio, Washing- 
ton, D.C. 


Kidding Aside, They Work! 

In the long run, it’s unsatisfac- 
tory to wait for a crisis to spark a 
promotional campaign. Sales in- 
centive must be continuous. Hence 


the rash of special days, weeks and 


|months which now bulge the cal- 
endar. Some of these appear to be 
ridiculous, even silly, to the unin- 
itiated. Behind the facade, there’s 
usually an alert trade organization 
| promoting business intelligently. 

Many days-and-weeks promo- 
tions produce short-range business 
as well as. long-range stability. 
They comprise one of the most ef- 
| fective methods yet discovered to 
create trade excitement. They stir 
local outlets to advertising, pro- 
motion and aggressive 
which, sooner or later, prove their 
worth in consumer buying. 


“Memo,” published by Alex T. Franz 
Inc., Advertising Agency, Chicago. 


\Many Voices 

| The number of radio sets in the 
world has now passed the number 
jot copies of newspapers printed 
every day, the United Nations Ed- 
}ucational, Scientific and Cultural 
Organization (UNESCO), estimat- 
ed today. 

There are 257,000,000 radio re- 
ceivers and 44,000,000 television 
sets in operation, while the total 
circulation of the world’s dailies is 
put at 255,000,000. 

In the last five years, UNESCO 
Says, newspaper circulation has 
gone up 14% and the number of 
radio receivers 41%. In the same 
period, the number of television 


receivers has tripled. 
—AP dispatch from Paris, May 1. 


Prosperity Boys 

. We have the perpetual pros- 
perity boys who, in their juvenile 
thinking, assure us the millennium 
has arrived. They are as bad an 
influence as the perpetual gloom 
dispensers or the new era theorists 
of the 1920s... 


—Henry H. Heimann, executive vp, 
National Assn. of Credit Men, at the 
group’s 60th annual congress in Cin- 
cinnati. 


Study Thoughts and Things 
The proper study of words is at 
the same time a study of both 
thoughts and things, for we must 
always take hold of thoughts and 
things by means of words. 
—From the introduction to “Words 
and Their Ways,” by Eugene H. 
Sloane, Ph.D., of the National Edu- 
cation Assn. 


selling | 


Advertising Age, May 14, 1956 


Rough Proofs 


The recent visit of foreign ad- 
vertising men to these shores dem- 
onstrated pretty conclusively that, 
unlike Americans, they don’t ex- 
pect to get around the world on 
one language. 

- 

A magazine looking for a pro- 
motion gal offers “all the respon- 
sibility you are willing to assume.” 

The idea is that as the salary 
goes up, so does the load. 

- 

Appliance men who have been 
using their full share of aspirin 
were relieved to learn that a lead- 
ing automotive executive is con- 
sidering coming over to their side 
of the street to get away from his 
present worries. 

. 

“Unforeseen events,” suggests 
Look, “may cause consumers to 
change their minds about making 
various expenditures.” 

Sometimes it’s a simple choice 
between a new car and a new 
baby. 

» 

Those nostalgic reproductions of 

famous automotive runs early in 


the century are often repeated 


| with the same cars. Unfortunately, 


substitutions have to be made for 


ithe less durable human equip- 


ment. 
* 

If it weren’t for the creative 
man, says Jack Tinker, advertising 
would be “a service business that 
any smart business man with a 
sharp pencil could do as well as 
we can.” 

And even now there are quite 
a few sharp pencils at work. 

e 

They waited a long time for the 
first four-minute mile, and finally 
got it. The first $4 million issue of 
a magazine will be a record, too, 
and Better Homes almost made 
that. 

e 

The famous Italian house of 
Olivetti has a motto that should 
be adopted promptly by admen— 
“Savoir, faire, faire savoir.” 

Of course you know that this is 
French for “Know, make and 
make known.” 

. 

Not according to Webster’s: 

A consultant is a man who 
knows nothing about your busi- 
ness, and charges you more to tell 
you how to run it than you would 
have made if you had been run- 
ning it right in the first place. 

© 

“Yes, something has happened to 
Pittsburgh,” exclaims the Post- 
Gazette. 

That’s right—the Pirates are no 
longer occupying the basement of 
the National League. 

e 

The principal change in the 15% 
agency commission system, hints 
Marion Harper Jr., is that in the 
next ten years or so, it may turn 
out to be 20%. 

Keith Funston, of the New York 
Stock Exchange, can’t understand 
why companies don’t sign their 
names to their product ads, and 
neither can most other people. 

7 


“ANPA accepts U. S. anti-trust 
judgment,” headlines the world’s 
greatest advertising journal. 

That’s almost the final chapter 
of a story which has created more 
headlines in the past year than 
any other. 

Copy Cus. 
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Advertising Linage is the Final Measure 


of a Newspaper’s Sales Power 


rank 
Philadelphia 
; newspapers? 


First in National Advertising 


First in Retail Advertising 


First in Classified Advertising 
First in TOTAL Advertising 


TOTAL RETAIL ADVERTISING 
1955 


INQUIRER BULLETIN 
20,780,000 lines | 18,376,000 lines 


In 1955 The Inquirer published the largest volume of retail 
advertising ever carried by any newspaper in the history of 
Philadelphia—20,780,000 lines...a leadership of 2,400,000 
lines over the second newspaper. 


1955 marked the 17th consecutive year that retail advertisers 
have made the Inquirer their first choice for sales in Delaware 
Valley, U.S.A. 


} 


The Philadelphia Pnquirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260, 


West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfleld 1-7946; ‘ 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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Kangaroo 


(just declassified for all advertisers) 


Advertisers may know that each morning 4 million children sit 
entranced in front of their television receivers as they watch 


“Captain Kangaroo”’—and that their number is growing every week. 


They may also know that the kids will do anything he says— 


from singing a song to brushing their teeth or eating their cereal. 


They may even know that children are always asking their mothers 


to buy something they have seen on television. 


But what advertisers may not know is that a new research study 
recently completed by Eugene Gilbert and Company shows that 
3 out of 5 children who regularly watch ‘Captain Kangaroo” go 


shopping with their mothers an average of three times a week. 


It adds up to a pretty compelling picture for the advertiser who 


would like to have this kind of attention focused on his product. 


This bewitching children’s program now has a 73% higher rating 


than its closest network competition and is available at a 49% lower 


‘cost per thousand. Joining forces with this great early morning 


leader might just turn out to be the secret sales weapon you need. 


CBS TELEVISION 
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As co-owners of The Elks 1,152,497 active men read 
this magazine with special attention. It is edited to 
their fraternal interests... their liberal way of living, 
giving and spending. They believe in The Elks...and 
buy from its advertisers out of incomes far above 
the national average. 


THE MAGAZINE 


New York * Chicago + Detroit + Los Angeles 


Seagram Plans Drive to Back 
National Tavern Month 


Seagram Distillers Co. will use 
105 newspapers in 81 markets dur- | 
|ing the week of May 13 in support | 
|of national tavern month to be 
lobserved throughout May. The 
distiller’s support of national tav- 
ern month, according to George) 
E. Mosley, vp in charge of adver-| 
tising and sales promotion, seeks | 
ito increase tavern and bar "bu 


ness not only at this time but 
| throughout the year. 

In addition to newspaper space 
|the company will use ads in the 
‘liquor trade press and is supply- 
ing point of sale material to bars 
and taverns. The company’s reg-| 
ular advertising of its Seagram’s 
|7 Crown whisky to be run during 
jthe coming month will note that 
May is national tavern month. 
Warwick & Legler is the agency for 
both Seagram’s 7 Crown and insti- 
| tutional advertising. 


‘Key Productions Expands 

| The current affairs film division 
of Key Productions, New York, is 
| planning to expand the distribu- 
tion of its sponsored slidefilm 
| Service throughout the country. 
|Sponsors buy prints of each 
|monthly release in the series and 
|present them free to all high 
|schools in their areas. The sponsor 
receives a credit title on each 
| slidefilm. 

Laurence to Dynamic 

|__ Michael Laurence, formerly with | 
|'National Broadcasting Co., has! 
|joined Dynamic Films Inc., New | 
| York, as staff director and direc- | 
ltor of publicity and public rela- 
tions. 


Romance and glamor 


by far, in Kentucky 


WAVE-TV 


CHANNEL 3 LOUISVILLE 


TV families 
First In PROGRAMM 


FIRST IN KENTUCKY 
Affiliated with NBC & ABC 


SPOT SALES 


Exclusive National Representatives more than a 


The Blue-Chip Buy in the Bluegrass State”’ 


tution you can't afford to miss. It's WAVE-TV, first 


First In CHANNEL— Brilliant Channel 3! 
First In COVERAGE— Effectively serves 173,000 more 


ABC, plus topnotch local shows! 


First In ADVERTISING —Carries more local and national 
advertising, year in and year out, than Louis- 
ville’s other TV station! 


First ON THE AIR—More and better experience, by 


aside, there’s one Kentucky insti- 


and Southern Indiana television. 


than Louisville’s second station! 


ING—The best from NBC and 


year! 


Advertising Age, May 14, 1956 


Getting Personal 


Ben Gimbel, head of Station WIP, Philadelphia, who is setting a 
record for being named to civic committees, has added another. He 
is a member of the Connie Mack Memorial committee, established 
to honor the late leader of the Philadelphia Athletics. . . 

Len Mackenzie, the jingle (“Chiquita Banana,” etc.) composer, 
and Stanley Joseloff, president of Storecast Corp. of America, fur- 
nished most of the words and music for “Coleytown Capers,” the PTA 
revue in Westport, Conn., to which many of the Westport residents 
who are daytime Madison Ave. denizens contributed. . . 

A new one-act play by Humphrey Ireland, copy chief at Ryder 
& Ingram, Oakland advertising agency, was presented at the Dwin- 
elle Theater of the University of California, last month. Mr. Ireland’s 
play, “Beyond the Loggia,” was part of a dramatic trilogy that in- 
cluded two other one-act plays, “This Property is Condemned,” by 
Tennessee Williams, and “Heavenly and Earthly Love,” by Ferenc 
Molnar. . . 


PROUD PAPA—Harry Bennett, exec vp of Bryan Houston Inc., New 

York, takes off for Bermuda with Mrs. Bennett and daughters Joan 

and Candy to attend the annual Bermuda floral pageant over which 

Joan will reign as Floral Queen, top beauty honor for any American 

girl in Bermuda. Not to be outdone, sister Candy has been named 

College Queen of Bermuda, a title which qualifies her as a contest- 
ant for next year’s floral pageant. 


The bells are ringing for Diane Margaret Perez and Eugene Ghi- 
ringhelli, account manager at McCann-Erickson, married April 29 
in New York .. . and for Mrs. Jan Cox and Gardner Cowles, Look 
publisher, who were married May 1 in New York. . . The engage- 
ment of Barbara Joan O’Brien and Norman 8S. McGee Jr., of BBDO’s 
client contact department, has been announced. . . 

Aaron Beckwith, Music Corp. of America vp, has been cited by 
Syracuse University for “distinguishing himself and the university 
with his outstanding contribution to the television industry.” . . 

McCall’s 1955 “Mike” awards to women in radio and tv have 
been awarded to Pauline Fredrick, National Broadcasting Co., New 
York; Vi Stokesberry, WQAM, Miami; Marjorie King, KNBC, San 
Francisco; Lillian Lee, WABE, Atlanta; Joan Crowther, WNHC-TV, 
New Haven, Conn.; Dottie Lee Hansen, KGO-TV, San Francisco; 
and Maggi Byrne, formerly with WNBK, Cleveland, and now with 
King Features Syndicate, New York... 

Jacob Greenberg, president of Lutz & Sheinkman, New York, 
was given a surprise testimonial dinner “for his inspiring leader- 
ship” by the company’s executives, sales personnel and business 
associates. The occasion was the company’s 60th anniversary. . . 

Fordham College Alumni Assn. has selected Donald H. McGan- 
non, president of Westinghouse Broadcasting Co., as the Fordham 
alumnus who has most distinguished himself in the field of com- 
munications during the past year... 

Cal Dunn, president of the Artist’s Guild of Chicago, has re- 
ceived word that his watercolor, “Edge of Town,” has been awarded 
the American Artist bronze medal in the 89th annual exhibition of 
the American Watercolor Society at the National Academy Gal- 
leries in New York... 

Jack Tiernan, national advertising representative of the New 
York Times, has been elected president of the greater New York 
Alumni Assn. of Alpha Delta Sigma. Paul Karelson, of American 
Telephone & Telegraph Co., is vp., and Samuel Mickelson, a divi- 
sional advertising manager of Montgomery Ward, is secretary- 
treasurer of the group... 

Sylvester L. Weaver Jr., chairman of the board of National Broad- 
casting Co., has been awarded the Dartmouth College Club’s award 
for distinguished service to the community... 

“It’s a Future Customer!” George Kaufman, account executive of 
Emil Mogul Co., New York, has been jubilantly wiring his accounts 
to announce the April 18 birth of his son, Jonathan Reed... 

Lt. Col. William McK. Spierer, Ethyl Corp. art director, New 
York, heads a new information and education unit for Army Re- 
serve officers in advertising, public relations and publishing who 
want to build up promotion and retirement credit .. . 

David L. Rand, vp of Grey Advertising, New York, has been 
named chairman of the public relations campaign for the first na- 
tional campaign of the League for Emotionally Disturbed Chil- 
dren ... Stephen E. Kelly, ad manager of Sports Illustrated, has been 
elected president of the New York Alumni Assn. of Hamilton Col- 
lege... 

Jim Gordon, WMGM sportscaster, is the father of a son, Brian, 
born April 24, his third child. . . 
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$250 ON-THE-LINE! 


Add up the dollars for special fishing gear. Note the cost of travel, food, clothing. 
This fish comes high! For everyone but the true sportsman, that is. 


This special breed of man is by nature a spender — in the hobby he loves best, as well 
as his daily life. Whether it’s fancy fishing tackle — or automobile batteries — this %y 
man is truly one with “the urge to splurge.” : 


And nowhere else do you find almost 900,000 like him in as mellow a mood to buy as 
in Sports Afield. The exciting gains story we have to tell — in circulation and 
linage — proves it. 


Ask your Sports Afield representative to introduce you to “The Man With The Urge 
To Splurge.” 


SPORTS AFIELD where sportsmen get the urge to splurge 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N. Y. 
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Advertising Age, May 14, 1956 


\FTC Investigates Backlog 
of Drug. Cosmetic Ad Cases 

Federal Trade Commission 
|Chairman John Gwynne has re- 
|vealed that a big backlog of drug 
land cosmetic advertising cases are 
under investigation and that an 
unusual volume of false advertis- 
|ing complaints may be in the mak- 
ing. 

Under questioning by members 
|of the Senate appropriations com- 
|mittee, he said 101 investigations 
|involving drug and cosmetic ad- 
vertising are in process. In recent 
years FTC has issued only a hand- 


in gZreen bay ful of complaints in this field. 


...and for added impact Underwood Joins Kanter Co. 


full " L. C. Underwood has resigned as | 
use our spot or full COIOF = zdvertising manager of Philip! 


OO ee 
Chiropractic Has Cur 
Many, Says Dr.. Barnes 


it only takes 


* Carey Mfg. Co., Cincinnati, to be- 
ps come vp in charge of public rela- 
iy THE GREEN BAY tions, promotion and advertising of 
a Warner Kanter Construction Co., 
‘ PRESS-GA . nies dhe PHIL McCLOSKY, RARALSS Cincinnati. His successor at Carey 
yh Green Bay, Wisconsin General Advertising (has not been named yet. 
g eeeeeeeeveeeeeeeeeeeeeeeeeeeeeeeeeeee @ 
. e 
© . COOPERATION—The Miami Daily 
e e |News ran this story, including 
e wo o 4 © a . | phone number and bus informa- 
. This twin’s daddy is reachin oon bar rat 
Min 4 ° cures of diseases from asthma to ‘ : 
bd ° constipation. The story leads j 
Ld | 2 | neatly into Dr. Barnes’ ad just 
- more and more for mariporo: . | below. 
° . 
: A ° McClung, JWT Ex-VP, 
° Heads U. S. Overseas 
a - 
Trade Fairs Effort 
WASHINGTON, May 9—Harrison T. 
McClung, of San Francisco, for- \ 
mer J. Walter Thompson Co. vp, i 
has been named director of the of- . 
|fice of international trade fairs of } 
3 the Department of Commerce. 
# Since retirement as vp in charge 
be of West Coast operations for 
we Thompson in 1950, he has assisted 
a number of government pro- 
grams, including the Economic 
Cooperation Administration and 
a Mutual Security Administration. 
For the past several months he has 
When Mister St. Paul hankers for a smoke, odds are get- served as a consultant, building up 
ting better and better that he'll touch a match to the filter panera a y Pag ne 
tip brand mooring the name Marlboro! Among Paul's ~ —_ ~r 20 pth ve ser. - 
smokers, 16.2 ‘ prefer filtered cigarettes, and among those also served in the agency’s Chicago 
men, Marlboro’s preference rating has jumped from zero to office. 
15.4% in just one year, according to the 1956 St. Paul Con- 
sumer Analysis Survey. What's the Marlboro method of win- GE Unit Names PR Counsel 
ning friends? A vigorous, hard-hitting advertising campaign The Electro-Motive division of 
in the St. Paul Dispatch-Pioneer Press . . . the ONLY medium General Motors Corp., Chicago, has 
to saturate every last corner of this prosperous market. appointed Burson-Marsteller As- ' 
. sociates, Chicago, to handle its 
“ public relations and publicity, ef- f 
e Filter Cigarette Brand Preference in St. Paul fective June 1. The division recent- 
: 1956 1955 ly appointed Marsteller, Rickard, ' 
Gebhardt & Reed to handle its ad- 
Brand A . 36.9% 31.3% vertising (AA, April 2). Burson- 
Marsteller is the pr affiliate of | 
Brand B ... ere | 21.2 Marsteller, Rickard. Both have of- 
fices in Chicago, New York and 
MARLEORO .... seuss 154 — Pittsburgh. 
Hankering to know how YOUR product rates with the 
| 116.300 people in the St. Paul “half” of the Twin Cities mar- 
ket who spend $564 million a year in retail sales? Get your IPPINGS 
; \ ‘ ) 
- THIS TWIN READS THE answer from the 1956 St. Paul Consumer Analysis Survey, a BACON gets cL 
: s Pe s brand pref- 
‘ ISPATCH-PION razor-sharp study revealing the buying habit: and Pp : 
DIS c EER PRESS erences of the people w ho make the Dispatch-Pioneer Press btn oe —— all one 
pape your or your client’s 
their buying guide. Contact _ a ~— pincer nt hastens Gel tonal Saas 
or write, using your company letterhead, to Consumer Analy Clipping Bureau regularly clips over 
Sis, Dept. B. 3,240 publications for over 1,000 
clients. Approximately 100,000 
, clippings sent out per month, from 
° business, farm and consumer pub- 
PAUL ° lications. An invaluable service to 
*\. e ad managers, agencies, publicity 
e REPRESENTATIVES and public relations men, research- 
is | ers and others. Write for free 
: RIDDER-JOHNS, INC. | bookiet No. 55, “Magazine Clippings 
: Pate id Business.” 
: — =) $ es eees eS BER ESE e NEW YORK > CHICAGO 7% DETROIT | POR BETTER RELEASE LISTS—SETTER PLACEMENT 
BACON’S BACON’S 
2 SAN FRANCISCO - LOS ANGELES “EE ue SEER oe 
° ST. PAUL - MINNEAPOLIS ri Miri a ee 


BACON'S CLIPPING BUREAU 
343 S. Dearborn St., Chicago 4, Hlinois 
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POST readers know value in a newspaper. Since January, 1952, they 
have paid $1,018,638* more for the privilege of enjoying Texas’ Great News- 
paper. The Post’s amazing growth in circulation has come about without gim- 
micks, or artificial circulation stimulants. Smart advertisers, seeing this new trend 
in Houston, are buying wisely — they pick The Post. 


‘THE HOUSTON POST (iBgpeaectacs 


Written and Edited To Merit Your Confidence 
Nationally Represented by Moloney, Regan and Schmitt 
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“We Consistently Ask That 
They Include Battle Creek” 


“When making advertising recommendations to our princi- 7 

pals we consistently ask that they include Battle Creek. 

Annual food sales in this area are over 40 million dollars. 

Consequently we consider this one of our most important 

markets. We feel that a Michigan advertising program is : 

incomplete unless it includes Battle Creek” q g 
Gil Stover, Bob Clark E N 
Stover G Clark Food Brokers 


Gil Stover Grand Rapids, Michigan. lark 


Sell This $40,000,000 Food Market with Advertising in The— 


BATTLE CREEK 


MICHIGAN Member of Federated Publications 


Cereal Food ' 


ots : REPRESENTED NATIONALLY BY 
Capital of the World 


SAW VYER-FERGUSON-WALKER COMPANY 


ENQUIRER anp NEWS | 


Ad Technique Isn’t 
Creativity, Bernbach 
Tells LIU Students 


New York, May 8—“Don’t sac- 
rifice creativity for technique.” 


Advertising Age, May 14, 1956 


,you that people in an ad will get 
you greater readership. They can 
tell you that a sentence should be 
this short or that long. They can 
tell you that body copy should be 
broken up for easier and more in- 
viting reading. 


These were the words of caution|# “They are the scientists of ad- 
William Bernbach, president of|vertising. But there’s one little 
Doyle Dane Bernbach Inc., prof-|rub. Advertising is fundamentally 
fered to advertising students of| persuasion. And persuasion hap- 


Long Island University. 

The occasion was the inaugura- 
tion dinner of the William Bern- 
bach chapter of Alpha Delta Sig- 
ma, national advertising fraternity, 
at L.LU. 

To explain his advice, Mr. Bern- 
bach read a letter he wrote nine 
years ago to the head of the agen- 
cy for which he was then working. 

“There are a lot of great tech- 
nicians in advertising,” the letter 
read in part. “And unfortunately 
they talk the best game. They 
know all the rules. They can tell 


on Is Measured 


se) $ 


... LTS SALES RESULTS 


at the sales resulting from a limited daytime schedule 
on WSM-TV. One customer, purchasing a car out- 
right, said he didn’t know we existed before he saw 


And here, in alphabetical order, are just a few of 
the many WSM-TV success stories in our collection: 

CULINARY ARTS COOKBOOKS: Made avail- 
able in selected Nashville food stores; promoted 
solely by WSM-TV daytime ‘spots; 317,649 copies 
sold in 26 weeks. 

DR. PEPPER BOTTLING CO.: Sales of six-bottle 
carton doubled after just six months on WSM-TV. 

FIDELITY FEDERAL SAVINGS & LOAN 
ASSN: Assets jumped from $13 million to over $20 
million after only 1% years on WSM-TV. 


HARDCASTLE MOTOR CO.: “We are amazed 


our program.” 


as 600% in some cases.” 


weeks.” 


Channel 4 Nashville, Tennessee 


Clearly Nashville’s *1 TV Station 


M AND M CANDIES: “Only six months after 
buying a half-hour WSM-TV show our business is 
up 250% in this area, with jobber orders up as much 


SO-TEN COMPANY (MEAT TENDERIZER): 
“Just three one-minute spots on WSM-TV supplied 
enough sales leads to keep our salesmen busy for 


5 aad | 
IRVING WAUGH, C cial Manag 
EDWARD PETRY & CO., National Advertising Representatives 


WSM-TV’s sister station — Clear Channel 50,000-watt WSM Radio — is the only single medium that covers completely the rich Central South market. 


pens to be not a science, but an 
art. 

“In the past year I must have 
interviewed about 80 people— 
writers and artists. Many of them 
were from the so-called giants 
of the agency field. It was appal- 
ling to see how few of these peo- 
ple were genuinely creative. Sure 
they had advertising know-how. 
Yes, they were up on advertising 
technique. But look beneath the 
technique, and what do you find. 
A sameness, a mental weariness, 
a mediocrity of ideas. But they 
could defend every ad on the basis 
that it obeyed the rules of adver- 
tising. 

“All this is not to say that tech- 
nique is unimportant. Superior 
technical skill will make a good 
man better. But the danger is a 
preoccupation with technical skill 
or the mistaking of technical skill 
for creative ability. 

“The danger lies in the tempta- 
tion to buy routinized men who 
have a formula for advertising. 
The danger lies in the natural 
tendency to go after tried-and-true 
talent that will not make us stand 
out in competition, but rather 
make us look like all others. 


= “If we are to advance we must 
emerge as a distinctive personality. 
We must develop our own phil- 
osophy and not have the advertis- 
ing philosophy of others imposed 
on us. 

“Let us blaze new trails. Let us 
prove to the world that good taste, 
good art, good writing—can be 
good selling,” Mr. Bernbach de- 
clared. 


Black & Decker Splits 

Ad Department into Two 
Black & Decker Mfg. Co., Tow- 
son, Md., has reorganized its ad- 
vertising department into two 
groups. G. Ross French has been 
appointed advertising manager of 
the hardware division and G. Har- 
vey Porter is ad manager of 
the industrial-automotive division. 
Mr. French, who joined the com- 
pany in 1948, has served as ad- 
vertising manager since July, 1953. 
Mr. Porter was formerly sales 
forecasting supervisor in the mar- 
ket research department. 


4 
Hol Yu Let 


Constant linage leadership . . . 
year after year year... 
means a newspaper is dependable. 


Check the figures... then get 
results! 


TIMES Aggy UNION 


Albany, New York 


after 


“Represented nationally by the 


Hearst Advertising Service.” 


ake ee, ee . oe ek. a (as 
= 

it | 

a re | 

Be oe 

oi -_. Sonal 

ha oe 

ae | &§ 

fe 5 ej “nas ; Po 
Bes 3 ae : | 

pe a | 

ae ee | 

a ee | 

igh ) 

cae up sia et 

[at Scio by) ae 

Pie 5 - 2 

ct aarp) W7 s1\.X7 | 

a ge WY ais | 

: | INO ate \\ / 
cE A stetpe 

_ DP SL ie SS 

as @ ’ 431 wy [A f, Y\ | 

3 ) acys 

iy: Sales. P€ hy Yael —= 

<. a ot pee sg \ ca ia >| airy ¥ i LS WA at 

£ A OEE 2% <2 | 

im, er é S60 a IYO -&% 

‘ y |= Le MI >. 

: | teen a? Nie 

3 Ce)" SRity PEIN i> 

e i ed is" CT Wl Le | 

ie K ‘oy — ——— \ 

5 rs ; K S A 

i - N wr 

sr >’ 

ae ¢ % 

— Say «8 

: ; Tater] & BY & . Dh 
: ey) ioe] 
i? (; \ 1 
. s i > — 

BS fF — 

: ee ee 
Ff 

: P| 

y i 
i ee ee 

| es 


~seet 


| oe 


as a member of the exclusive Esquire Club 


NOW YOU CAN SAY “CHARGE IT” 


at the world’s finest shops, restaurants, entertainment spots 


What are the finest restaurants in Manhattan or Mexico City . . . Boston or the 
Bahamas? 


Where are the best places to stay in Miami Beach or Montreal . .. New York or 
Nassau, San Francisco or St. Croix? 


When you're a member of the exclusive Esquire Club, you'll know them . . . and 
they'll know you! 


Membership in the Esquire Club assures you and your family of superb service 
in the world’s most distinctive shops and restaurants . . . (naturally, this includes 
the privilege of signing the check!) . .. places carefully selected and highly recom- 
mended by the editors of Esquire Magazine. 


YOU'RE NEVER SHORT OF CASH ... JUST SIGN YOUR NAME! 


But the country’s finest dining places aren’t the only places where you'll find the 
red carpet rolled out for you. 


Now you can leave your wallet in yesterday’s suit and still feel like a millionaire! 
Simply sign your name for . . . dinner (tip and tax included) at the Colony or 
Chambord . . . overnight lodging or a complete vacation at New York’s literary- 
famed Algonquin Hotel or Miami Beach’s exclusive Roney Plaza . . . rental of a 
shiny new Avis car, a Carey chauffeured limousine, a chartered plane . . . a box 
of Nat Sherman’s pure Havanas . . . Barricini candy . . . Liberty Music Shops’ 
records . .. Brentano’s books . . . dance instruction at Arthur Murray. Versatility 
unlimited! Why, you can even charge the servicing of your yacht. 


CONVENIENCES YOU ENJOY AS A MEMBER OF THE ESQUIRE CLUB 
@ Automatic Charge Accounts Everywhere—on a Single Card! 
@ Esquire Magazine Recommends Only Best Restaurants, Shops! 
@ Detailed Record Provides Proof of Tax Deductible Expenses! 
@ Outstanding Service and Attention Wherever You Travel! 
e@ Exclusive Directory & Guide Offers Information in Advance! 
@ One Monthly Check Covers All Your Expenditures! 
@ Free Credit Cards for Your Firm or Family! 


PLUS ALL THESE EXTRA ADVANTAGES 


Only the Esquire Directory gives you such precise, “inside” information. Each 
restaurant listing includes type of cuisine, specialties, prices, hours, entertainment 
facilities ... even the maitre de’s name! A decided “must” for travelers, gourmets, 
people of selective taste . . 


. everywhere. 


An Esquire Club membership card which will open the door to many special 
courtesies available only at the finer restaurants and shops. 


A once-a-month, all-in-one bill from the Esquire Club. You pay your entire 
month’s expenses with one check and receive a complete, carefully annotated 
voucher that can save hundreds . . . possibly thousands of tax deductible dollars. 


WHAT ESQUIRE CLUB MEMBERS SAY 
“... We wanted to avoid the ‘tourist traps’ on our first visit to Chicago, and we 
were enormously gratified to find that the Esquire Club Directory steered us un- 
failingly to really good restaurants and shops.” 

Apert C. Katz, Los Angeles, California 


“.. . Cashing personal checks away from home used to be a nuisance. It was a 


pleasure to be able to sign for meals and gifts wherever we went.” 
Howarp F. Leopotp, President, Ero Mfg. Co., Chicago Illinois 


“.. . Now that I receive accurate monthly statements for my Esquire Club trans- 
actions, I no longer have to trust my memory when listing my business entertain- 
ment expenditures. A sure time and money saver when I prepare next year’s tax 
returns.” ELMER LETERMAN, New York, N.Y. 


Since one year charter memberships in the Esquire Club are available for a 
limited time only to men of standing, for only $5 . . . we suggest that you fill out 
and mail this coupon immediately. 


e ’ 
e ESQUIRE CLUB, Dept. ADA-1 7 
$488 Madison Ave., New York 22, N. Y. Company Name P 
. . 
- Nature of Business Phone 4 
e Full Name ° 
Pd Company Address City State . 
. 

: Home Address . 
. Years with above firm Position + 
. + 
bo Regular * 
— —_ Bank Branch Savings § 
Special . 

° Home Phone (] Own Home (1) Rent Home -yea75— : 
° Charge Accounts at: S 
2 Check Only One . 
*OCOMPANY ACCOUNT—Bill to office address : 
- Signature of Individual Applicant + 
so PERSONAL ACCOUNT—Bill to home address ~ 
$0. PERSONAL ACCOUNT—Bill to office address ~ 
e Tf Company Account, Signature of Title 6 
@ Specify: [) $5 enclosed ([) Bill me Authorizing Executive ° 
. . 
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“U.S.News & World Report” 
has now crossed the 
800,000 mark in net paid 
circulation—this is more 
than double its circulation 
of just six years ago. 


Ameritas Class News Magazine * 


An essential magazine 


Essential to more and 


more readers 


Essential to more and - 
more advertisers 


Advertising Offices: <A 
30 Rockefeller Plaza x: 
New York 20, N.Y. 

Boston, Philadelphia, Cleveland, 

Detroit, Chicago, St. Louis, 

San Francisco, Los Angeles, 

and Washington 
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... but EVERY DAY is an 


Critic Blasts 


Advertising Age, May 14, 1956 


“Advertising photography today 
is backward—it still wallows in the 
corn of a decade ago. Imaginative 
work is at a premium, which for- 


on be 


mula-bound art directors aren’t 
interested in buying. 
“The fresh, original advertising 


WORLD TRADE WEEK ? 


yO ins , 
Be te OIL MARKETING DAY (Trite, Corny 
and also buying level with NPN. Ws the only magesine caved ~— | A. Photography 


for and directed to the men who purchase and main- 
tain virtually all equipment and facilities for the stor- 
age, transportation and merchandising of oil products 
and TBA. Make sure they see your story regularly 


Niational 


in NPN. 


(Pletroleum 
[Niews 


the McGraw-Hill Magazine of OIL MARKETING 
@ @ Estobsished 1909. Published monthly 
NPN Factbook published as a 13th issue in May 


| decade ago.” 


|sional, and the magazine photog- 


New York, May 10—Color pho- 
tography has grown tremendously 
—but not in advertising, where it 
still “wallows in the corn of a 


That’s the acid opinion of Bruce 
Downes, editor of Popular Photog- 
raphy, in the first edition of 
“Color Photography Annual,” 
which hits the newsstands next 
week. The fault, says Mr. Downes, 
lies with the art director—who is 
“formula-bound.” 

While hailing the color photog- 
raphy of the amateur, the profes- 


rapher, Mr. Downes had this biting 
estimate of the advertising agency 
and its influence on color photog- 


photograph in color, when it does 
appear, stands out like a bright 
beacon in a sea of mediocrity. They 
are mostly so dull as to be unseen 
by the page-flipping reader. 


® “This is difficult to understand, 
in the face of the keen competition 
for reader attention set up by the 
livelier and more dynamic edi- 
torial photographs in the maga- 
zines. 

“If a survey were made of the 
picture memories of Life maga- 
zine’s readers, I’d venture the guess 
that the average reader would re- 
call at least five editorial pictures 
to every advertising photograph in 
the same issue. 

“In advertising there is less ex- 
cuse for this abysmal dullness than 
in almost any field. Heaven knows, 


raphy: 


there is plenty of photographic 


Top quality products that are advertised @ him ima language 
he understands io « publication tha: be readé amd believes 
im EBONY magazine. For over ten years, BRBONY has been 
cOmvincing, persuading and selling ‘he top baying segment 
of America’s 16 million Negroes. If you have ben everlook- 
ing or failing t© recognize the importance Of the gapidly 
expending Negro market in Americas, ‘hen you ought to get 
the facts o» this market from an EBONY sepresentative. ht 
may be an eye-opening experience fo- you to gee how some 
of the leading companies in America ore using EBONY as 
a Wedge and battering ram to get thei: share of the Negro’s 
spending money. 


does the 
NEGRO 


ihe? 


CALL ANY OF OUR 3 OFFICES 


ge * 
Johnson Publishing Company, Ine. 
CHICAGO: 1820 S. Michigan Ave. - CAlumet 58-1088 
NEW YORK: 55 W. 42nd Si. - LOngecre 4-0776 
LOS ANGELES: 1127 Wilshire Bivd. * Mutual $301 


, het ie as 


talent around, and the ‘client’ 
usually has the money to buy it. 
But unfortunately when he does 
buy it, the weight of fear-inspired, 
| hackneyed agency thinking usually 
keeps it from taking off!” , 


New Book Advises on 
_— the Supermarkets’ 

“Selling the Supermarkets,” b 
|Julian H. Handler, has just been 
|published by Fairchild Publica- 
tions, 7 E. 12th St., New York. 
Price is $5. The 159-page book 
describes the merchandising of 
non-food products in  super- 
markets. 

Early chapters in the book ex- 
plain the various types of super- 
|markets and their role in non-food 
iselling. The author describes the 
|different methods used in mer- 
|chandising non-food items as well 
jas the factors that manufacturers 
should consider in deciding 
whether their products are adapt- 
able for this field. Methods of 
packaging for self-servicing sell- 
ing, the channels of distribution 
| for selling to the supermarket, pro- 
|motional and display techniques 
land use of non-foods as premiums 
jare discussed. The book includes 
llistings of major supermarket 
|chains, service merchandisers and 
grocery wholesalers who market 
non-food products. 


| 


Ad Guild Elects Reeves 

W. H. Reeves, media director 
of J. J. Gibbons Ltd., Toronto, has 
been elected president of Adver- 
tiser’s Guild at the club’s annual 
meeting in Toronto. 


900 


ONLY THE EXCLUSIVE 
COVERAGE-IN-DEPTH OF 


U.S. COAST GUARD 


MAGAZINE 


REACHES AND SELLS THE 

COAST GUARD MARKET 
Get attention—and results—in this important 
serviceman market through the only publica- 
tion that serves the special interests of Coast 
Guardsmen exclusively. Write today for rates, 
sample copies, and market information. 


PUBLISHED BY 


ARMY TIMES PUBL. CO. 


2020 M ST. NW. WASHINGTON 6 D.C 
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FAMOUS CRAFTS AND CRAFTSMEN 


One of a Series 


D uncCcan Pp hyfe 


De ae eee 


... first great American 
cabinet-maker ees made a 


business of fine craftsmanship. 


Wien Duncan Phyfe came 


from Scotland to America about 
1783, there was no American 
craftsmanship in furniture to 
compete with Heppelwhite who 
had died three years before. 
Wealthy Americans sent to 
Britain for their furniture until 
they discovered that they could 
buy quality at home. Then 
Phyfe, who learned his trade in 
America, flourished until 1847 
and his beautiful furniture is 
now treasured by collectors 
throughout the land. 

Like Duncan Phyfe, we at 
C M & H put our faith in 
American taste and, from the 
beginning, set our sights on 
quality. Advertisers and agen- 
cies responded, and while our 
fine photoengravings are not 
collector’s items, they have 
played an important part in 
many of the most distinguished 
and productive advertising 
campaigns run during the past 
quarter of a century. 

The maintenance of a high 
standard of quality in photoen- 
graving or any other technical 
art is simple but difficult. The 
finest equipment is indispen- 
sable, but quality ultimately 
depends upon the factor of per- 
sonal craftsmanship which must 
be disciplined from day to day 
by the habit of producing the 
best work that can be done. 

This is our secret, long ap- 
plied to letterpress engraving, 
now being applied to gravure in 
our Gravure Division. Our goal 
is matched quality of reproduc- 
tion in both media, with one 
unified service covering the field 
of printed advertising. 
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Collins, Miller & Hutchings Inc. 


333 West Lake Street at Wacker Drive, Chicago 6, Illinois. 
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Advertising Age, May 14, 1956 


de , 2 ee 


. . « plus all these Merchandising Aids to help 


heavy-duty a i You Get @ bigger SALES-chore of this market 
© CHILD POPULATION of AMERICA (Analysis of 
SALES-starter . oecpage boklt, MARKETING ond MERCHAN. 
DISING of TO 
wholesalers, chains 


Dollar Toy Market © List of more than 400 FACTORY REPRESENTA. 
+ cmp diet mal trict al important 


cs ew ies vende . ie 
Note: available only to manufacturers and agencies. 


WRITE OR CONTACT NEAREST SALES REPRESENTATIVE Cruikshank Hill 

FOR FURTHER INFORMATION. Cushway Buffa Cook Hendricks 
ON THEIR WAY—Pictured here with their awards are the winners in 
TOYS d NOVELTIES the annual San Francisco Advertising Club creative writing and 
an @ HAIRE publication poster art competition. The high school students are Guido Buffa 
1405 MERCHANDISE MART, CHICAGO 54, ILLINOIS and Betty Cook, who won first and second place respectively in 
New York, Boston, Pittsburgh, St. Louis, Los Angeles, creative writing; Frances Hendricks and Armande Cushway, first 
. and second winners in the poster division. With the winners are 


Richard E. Cruikshank, adclub chairman of the competition, and 
Robert G. Hill, club chairman of the education committee. 


Dalias, Atlanta, Kansas City 


New ‘Ad Principles’ 
Published by NADA 


| WASHINGTON, May 8—Stepping 


jup its effort to curb razzle-dazzle 

‘advertising for new cars, the Na- 

— 2 ‘tional Automobile Dealers Assn. 

: has distributed a “statement of 

Saginow@ advertising principles” enumera- 

SAGINA \ting “grotesque and exaggerated 

ad claims” which dealers are asked 
‘to avoid. 

The association said there has } 
LAPEER jalready been a substantial im- i 
GENESEE | provement in car ads since the re- 
SHIAWASSEE | Flinte @lapeer ST. CLAIR |lease last December of standards of 
Port Huron@ |advertising developed by the deal- 


|ers association and the Assn. of 1 
a |Better Business Bureaus. 
ZA | The new principles are for the 


| dealers themselves. The association ' 
MACOMS byes they are not intended } 
to infringe on the dealer’s right to 
4 mn aie Clemens |sell or advertise at whatever price 
jhe chooses, but they are intended 
ito eliminate misleading impres- 
| sions. 
‘ Special emphasis is placed on 
WASHTENAW Detroit @ elimination of language implying 
WAYNE | that a particular dealer has special 
Ann Arbor ‘connections with the factory. Ef- | 
| forts are also made to stop the use 
of such phrases as “best deal in 
town,” “highest trades,” “must sell 
cars by (date)” and “we will not 


LENAWEE greiner be undersold.” 
a one 


Adrian 


American Express Offers 
Bank Promotion Aids 

The American Express Co. is of- 
fering banks a promotion kit de- 
signed to help banks get their 
|share of travel business. Included 


n . — 9 |with the kit are display messages i 
{ America tm |about vacation loans, auto loans, 
his 1S | safe deposit boxes and travelers 

| checks. Newspaper mats and desk 4 
~ 1 ~ oe e | ‘signs are av ailable. Two new tele- 
92 Billion Motor Empire hy ere 
2 cd cans for the 1956 sniemieeielh pro- 
gram, as well as radio recordings 
and radio scripts. Any of these 


Comprehensive new study shows 15 Today's retail market is 70-90 miles in diameter (not just ‘materials are supplied to banks 
pS a 60 miles as it was 40 years ago, before auto-MOBILITY ex- | free, om request. 
southeastern Michigan counties as tended its limits). Today’s Detroit market includes the city ‘Reilly Joins ‘Herald-Tribune’ 
of Detroit and 14 important key cities closely oriented to | J. Porter Reilly, formerly with 


today’s Detroit retail market 


Detroit. These cities are growing and expanding toward each |Newsweek, has joined the new 


; h ing i ; eous market. /merchandising department of the 
other, mushrooming into one larger, homogeneou Meat Foes Marditvelkuns’ te 6 


This modern concept of the nation’s fourth market can be |premetion man. 
one of the most significant contributions to your marketing 


Advertising, marketing and merchandising people now have 
a new, accurate and up-to-date definition of the Detroit retail 
market—the result of an extensive year-long research study. 


plans—during this year and for years to come! OR 7 
The study — prompted by merchants and advertising If you haven't taken a thorough look at the Detroit market 9 Marie does it 


agencies—was undertaken by the Detroit Free Press research 


; . lately, it will be well worth your while to call your Free F A STE R 
department, with the advice and guidance of numerous Press man right away—to learn the latest on America’s $9% ties 
agencies and individuals, governmental and private. Billion Motor Empire! euuatiapesiion, watt 

“ : : ” graphing, mimeograph- 
The study revealed that the “ABC Retail Trading Zone ing, addressing, fill-in on 


multigraphed letters, 


—established in 1916—no longer is the appropriate or planographing. 
realistic market measure. Today's Detroit retail market is etroit 3 _ Marie keeps your Mail- 
f : . : . , es ing List up-to-date, frees you 


much larger—in wealth, in area, in diversification, in in- from detail work. For rush pick-up, 
fluence—than the outmoded 1916 market. —you see the friendly FREE PRESS everywhere! uick service and fast delivery 
ALL WAbash 2-8655. 


National Hepresentative: Story, Brooks & Finley + Retail Representative: Kent Hanson, New York . Southern Resort Representative: Ha! Winter Company, Miami Beach | * Leller Stup a 
431 S. Dearborn Street, Chicago 5, Ll. 
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SELL MORE 
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S SOLD... 
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IT’S FIRST 3 FIRST! 


for 18% of all U. S. Retail Sales — because in these areas the family EY€Edentification. 
coverage of General Magazines, Syndicated Sunday Supplements, Radio 
and TV thins out. In these far-above-average markets there is no substi- 
tute for FIRST 8 MARKETS’ solid 62% COVERAGE of all families. it’s FIRST 3 FIRST! 


In addition, the finest Rotogravure and Colorgravure reproduction in the Circulation in excess of 6,000,000. 


The group with the Sunday Punch 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today” Magazine 


7 


New York 17,N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 ¢ Chicago 11, IU., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 * Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-8557 


: heavier advertising effort is necessary in the 3 concentrated city and FIRST Sections......of the FIRST Newspapers ......of the FIRST 
suburban areas of New York, Chicago and Philadelphia — which account 3 Cities of the United States assures you maximum package and product 


To make your advertising sell more where more is sold.............. 
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Economy booming...Wage Earner take-home pay constantly rising... 
markets being ever more carefully defined — these are reasons behind the 


continually increasing acceptance that advertisers are according TRUE 
STORY WOMEN’S GROUP and the WAGE EARNER MARKET it serves. 


TRUE STORY WOMEN’S GROUP — with over 6,000,000 circulation — 

reaches this huge and different Wage Earner market with a different 

magazine concept. And here is what advertiser recognition of these 
| differences has meant: 


A 26-MONTH RECORD OF CONSECUTIVE GAIN! | 


| Gains in Food, Appliances, Household Products, Baby Products, Toi- he 


OE 


: 
: 
; 
: 


letries, Cosmetics... keep the revenue curve rising. 


A 12% GAIN FOR THE Ist 6 MONTHS OF 1956 


With strong indications of even higher revenue gains to come! e 


AN ALL-TIME HIGH IN REVENUE! 


June issues will be the largest since TRUE STORY WOMEN’S GROUP was 
founded. 


And here's NEW information... 


TRUE STORY WOMEN’S GROUP offers a virtually exclusive way to reach 
the lucrative Wage Earner market. Perhaps you already know that TRUE 
STORY, alone, is largely unduplicated. But an authoritative new study 
reports: 


| 72% 
657%o 


It’s on the record — when you build a better market, advertisers are quick to buy it! 


of TRUE STORY WOMEN’S GROUP primary homes are not reached by | 
any of the four major Women’s Service Magazines. i 


of TRUE STORY WOMEN’S GROUP primary homes are not reached by 
any of the four big Weeklies or Bi-Weeklies. 


| TRUE STORY WOMEN’S GROUP Magazines 


Conducted by the Kemp Organization 


eo Woment Group 


The magazines read by Wage Town families. 
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Advertising Age, May 14, 1956 


Information for Advertisers 


e Copies of a survey of new mills,| growth in mechanization of Key-|survey have recently been pub- 
extensions and improvements in stone State farms and the resultant iished. The survey includes in- 
progress in the pulp and paper in-/ increase use of petroleum products |formation on percent buying and 
|dustry of Canada which appeared is now available. Brand prefer-|brand preferences of Farm & 
|in the March issue of Pulp & Paper | ences for fuel oil, grease, etc., are| Ranch subscriber families on se- 
| Magazine of Canada, Gardenvale, | given. A copy is available from|lected drug store products. Copies 


Data on population, production, 
drug, food, etc., 
tained in “A Primer on Remark- 
able Rockford, Ill,” a series of 
fact sheet pages distributed by the 
Rockford Morning Star and Reg- 
ister-Republic to advertisers and 
retailers. 


@ Road & Track has put out a 
survey of its readers conducted for 
it~»y Erdos & Morgan showing 
sports and other type car owner- 
ship, buying vlans, participation in | 
car clubs, etc. Copies are available | 
on request from Elaine Bond, ad’) 
manager, Road & Track, 540 W.| 
Colorado Blvd., Glendale, Cal. 


new product use reports available 


Shake hands 


with the world’s | 
BIGGEST farmers! | 


FARMERS ... like H. David | 
Crom of Franklin County, | 
Iowa, are yours to sell through 
Wallaces’ Farmer and Iowa 
Homestead. They are big buy- 
ers because they own more, 
produce more and earn more— 
over twice as much as average 
U.S. farmers. Wallaces’ Farmer 
and Iowa Homestead is the 
publication practically all of | 
them subscribe to and depend | 
on for all types of farm and 
home information. 


PAPERS AND MAGAZINES DEPENDED 
ON MOST BY FARM OPERATORS FOR 
INFORMATION ON “HANDLING AND 
FEEDING LivesTocK’.* 


*From “InFarmation Please No. 2”, area samphog survey | 
conducted by Statistical Laboratory of lowa State College. | 


WALLACES’ FARMER 
and 


IowA HOMESTEAD 


RICHARD S., PIERCE, PUBLISHER 
DES MOINES, IOWA 


sales are con-| 


|Que., are available on request to the research department, Pennsyl-|are available without charge to 
Floor Coverings” and | w. Gordon Young, business man- | vania Farmer, 1010 Rockwell Ave., | advertisers and agencies from 
“Furniture Polish and Floor Wax.” | ager. Cleveland 14. Similar books will| Farm & Ranch, 318 Murfreesboro 
|Requests should be directed to |be available for Michigan and|Rd., Nashville. 


| Surface 


poenarey M. Tafel, librarian, re-|e “Graphic Highlights from the|Ohio this summer. 
search department, Curtis Publish-| Pennsylvania Farm Petroleum) e An analysis of the entries re- 
‘ing Co., Independence Sq., Phila-| Market,” a 36-page book of charts|}e The findings of the 1955-56) ceived in Boys’ Life’s fourth an- 
esata 5. and graphs illustrating the steady | Farm & Ranch drug and toiletries|nual photo contest is now avail- 


e Curtis Publishing Co., has two} 


free of charge on request: “Hard 


| 


=e 


ee eo 
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Olympic swim star in his youth, and a former Lord 
Mayor of Melbourne, Sir Frank Beaurepaire (left) was 
selected to head the civic committee that secured the 


1956 Olympic Games for the city. Here with E. J. Holt, 
technical director of the Games, he examines plans for 
Melbourne’s great new Olympic pool. 


—— 


He travels widely, studies the world’s business and 
manufacturing methods firsthand. Here he is with Sena- 
tor William H. Spooner, Minister of National Develop- 
ment, and Robert Cosgrove, Premier of Tasmania. 


With Robert Menzies, Prime Minister of Australia, 
Sir Frank tours his Olympic Tyre and Rubber Com- 
pany plant during celebration of 21st anniversary of the 
giant industrial organization he heads. 
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able from the magazine. Informa- 
tion includes a breakdown of all 
entries by divisions, cameras, film, 
and flash. It provides a barometer 
of the types and brands of pho- 


writing to the American Market- 
ing Assn., 1525 E. 53rd St., Chi- 
cago 15. Price: members, $2.50, 
non-members, $4. 


tographic equipment used by|e Farm Chemicals has prepared a 


Boys’ Life readers. 


e “The Marketing Revolution,” 


16-page booklet analyzing its re- 
cent survey of the purchasing pol- 
icies of the industry’s 1,500 fer- 


proceedings of the 37th national | tilizer and pesticide manufacturers, 
conference of the American Mar-| who do the bulk of the buying in 


keting Assn., has just been pub- 
lished and released for distribu- 


| this $1.5 billion market. Compa- 


nies serving the farm chemicals 


| obtain the booklet by writing! Dealer, 6229 Northwest Hwy., Chi- 
Farm Chemicals, 137 N. Broad St., cago 31. 
Philadelphia 7. 

i |° How industry is cutting costs, 
e Facts and figures about mobile; saving time and increasing sales 
home owners and prospective buy-| with photography is described in a 
ers are now available in a con-| new booklet on in-plant industrial 
sumer survey recently completed photography. It is available on re- 
by Trailer Dealers. The survey| quest on company letterhead from 
was taken in January during the|Graflex Inc., 154 Clarissa St., 
|public days of a national industry} Rochester 8. 
‘show held in Cleveland by the 
Mobile Homes Manufacturers Assn.|e “New Products,” a newsletter 


tion. Copies may be obtained by industry and their agencies can/|Copies are available from Trailer| with capsule reports on new prod- 


This Australian swim champion 
‘is a champion salesman too... 


Read how he’s won markets ‘‘down under.’ 


| gw ASMALL CHAIN of auto service stations 
he started in 1922, Sir Frank Beaurepaire 


3 


because it appeals to a great cross section of 
our customers.” 


has built the giant Olympic Consolidated 
Industries, Ltd. which now makes—among 
other things—one out of every three tires 
in Australia. 


From the beginning, says Sir Frank, adver- 
tising has played a vital part in the successful 
marketing of the products of his companies. 


“In our Australia-wide advertising,” he 
says, ““Reader’s Digest is important to us, 


These customers have learned to believe 
what they see in the Digest . . . and to depend 
on it as a prime medium of communication. 


Reader’s Digest is bought and read in one 
out of three Australian homes. And the aver- 
age income of Digest households is higher 
than homes reading other magazines. 


In Australia—and in almost every other 
major market across the world—you can reach 
more customers, at lowercost through the Digest 
than through other leading magazines. 

You can choose any or all of 28 different 
editions, in 12 different languages, in over 
100 countries, territories or possessions of the 
free world. All of which may explain why... 


More advertisers invest more money in 
Reader’s Digest than in any other inter- 
national magazine. 


Last year, 2,706 advertisers used 17,824 pages. 


International Editions of 


JReaders Digest 


Sir Frank still directs the marketing strategy of his 
company. “We want to deliver our sales messages regu- 
larly,” he says, “to all Australians who can buy our 
products. In this the Digest is a great help.” 


World’s Largest Magazine Circulation 


Over 8 million copies per month overseas . . . 
over 10 million in U.S. A. 
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ucts research, invention, planning, 


|investment, engineering, produc- 
tion, design, marketing and dis- 


tribution, and which has an an- 
nual subscription rate of $25 will 
send a copy free to any ADVERTIS- 
ING AGE reader who requests it on 
company letterhead. Write New 
Product Digest Inc., Box 582, Aus- 
tin 63, Tex. 


e Hinde & Dauch has issued a re- 
vised edition of its little booklet, 
“How to Ship by Air in Corru- 
gated Boxes.” Copies are available 
on request to the company in 
Sandusky, O. 


e A folder containing the results 
of a survey of the readers of The 
Milk Products Journal showing 
products, their plant manufactures, 
what products they sell under 
their own brand name, etc. is 
available on request to Peter Ol- 
sen, vp, The Milk Products Jour- 
nal, 1445 N. Fifth St., Milwaukee 
12. 


To reach the northwest's 


large after-midnight audi- 
ence use Al Priddy, popular 
KEX “Big 5" deejay. 


© 


eS, 
ta 
KEX CALLING 


12 Midnight to 6:00 a.m. 
Monday thru Saturday 


Al has never requested mail, 
but he received over 2,000 
letters in a three month period. 
“All-Nite Al” and 50,000 watt 
KEX can sell your product to 
the northwest's ever increasing 
number of “all-nighters.” 


LET POWERFUL 
50,000 WATT KEX 
SELL FOR YOU! 


Call Bob Rudolph, KEX Soles Man- 
ager, CApitol 2-1881; A.W. Bink” 
Dannenbaum, WBC Genera! Soles 
Manager, MUrray Hil! 7-0808, New 
York; or your necrest Peters, Griffin, 
Woodward, Inc., office. 
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one of the 


FIRST 100 
MARKETS 


Over %4 Million People 
with 
57% on Illinois Side 


Represented By 
ALLEN-KLAPP CO. ty! 
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The Rock Island 
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| The Moline Dispatch 
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Argus . 
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Buick’s Ragsdale 
‘Sees Prices of All 
‘57 Cars on Upgrade 


| BurraLto, May 8—Edward T. 
|Ragsdale, vp of General Motors 
|Corp. and general manager of its| 
|Buick division, predicted here last | 
| week that prices of 1957 cars will} 
rise. 

Mr. Ragsdale, a Pierce-Arrow 
Motor Car Co. body designer in 
| Buffalo from 1920 to 1923, when 
he joined Buick as a draftsman, 
said in an interview: “I don’t see 
how prices of 1957 cars can do 
anything but go up.” 

He predicted price increases 
will have to be put into effect by 
| Buick and in all likelihood by all 
|other makes. 

The price increases, he said, 
will be made necessary by jumps 
in the price of virtually all raw 
|materials supplied to the auto in- 
A price rise in textiles 
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City of North Muskegon 


4. Cities 


City of Muskegon 


City of Muskegon Heights 


but... 


City of Roosevelt Park 


1 ABC City Zone with 87,819 Population 


and an additional 15,791 circulation in the retail 


It just isn't right! - - - when some take the 48,429 
population of City of Muskegon (No. 2 above) 
and overlook the additional 39,390 population in 
the same urban area. The ABC Muskegon City 
Zone population in 1950 was 87,819 and a con- 
servative estimate for 1956 is 100,000. So that’s 
your Muskegon city market today . . . and there’s 
an additional 85,000 population in Muskegon’s 
close-in, compact retail trading zone. Only The 
Muskegon Chronicle with its 44,395 circulation 
brings you the kind of coverage you want in this 
big market . . . 99% coverage in the City Zone 


9... 
BOOTH 


THE BAY CITY TIMES THE KALAMAZOO GAZETTE 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


trading zone. 


Full employment and high retail sales char- 
acterize Muskegon today. New plants in the 
Muskegon area costing $35,000,000 have just 
been built or are under construction for DuPont, 
Union Carbide, Hooker Electrochemical and 
Misco Precision Casting Company. Ship tonnage 
is increasing rapidly and Muskegon is preparing 
for greater harbor traffic upon the completion of 


the St. Lawrence Seaway. 


*Audit Bureau of Circulations 


| 


THE FLINT JOURNAL 
THE ANN ARBOR NEWS 


EWSPAPERS 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St., New York 17, Oxford 7-1280; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 
Superior 7-4680; Brice McQuillen, 785 Morket St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward 1-0972. 
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‘this year hasn’t yet been passed 


along to consumers, and “no doubt 
steel will go up not less than $10 
a ton” this year, as a result of 
pending labor negotiations in that 
industry, he added. 


es Mr. Ragsdale said he could not 
estimate the amount of the price 
increase in autos at this time. 

“Raw materials are up and we 
can’t swallow these increases for- 
ever,” he declared. 

Mr. Ragsdale forecast that in- 
dustry-wide car sales will rebound 
to set a new record when 1957 
model lines come out. 

“In the latter part of last year 
we had contra-seasonal sales of 
about 500,000 new cars which were 
borrowed from this year’s busi- 
ness,” Mr. Ragsdale said. 

This, he asserted, has meant a 
decline of about 16% in the in- 
dustry’s new-car sales so far this 
year below the like 1955 period. 
Buick, he added, is down about 
14.5%. He did not hold out any 
hope that there will be any sizable 
improvement in these figures on 
sales of 1956 models. 


s Touching on the difficulties of 
the Studebaker-Packard Corp., Mr. 
Ragsdale declared: 

“We hope they will survive. It’s 
good for the industry to have the 
other fellow there.” t 
4 
Canadian Wire Companies. 
Found Guilty of Conspiracy \, 

Six steel and wire fence comp: 
nies have been found guilty o 
combining to fix prices. Those con-} 
victed are Dominion Steel & Coal 
Corp., Canadian Steel Corp., Steel 
Co. of Canada, Frost Steel & Wire 
Co., Lundy Fence Co. and New 
Brunswick Wire Fence Co. 

The six were charged with con- 
spiring between Jan. 1, 1933, and 
Dec. 31, 1951, in order to fix prices 
and lessen competition throughout 
Canada in the purchase, barter, 
transportation and supply of steel- 
woven wire fencing and related 
products. In the judgment, Mr. 
Justice Judson found that the de- 
fendants by their combination had 
virtually eliminated competition. 
May 22 has been set as the day to 
hear evidence regarding sentence. 


Lang. Fisher Adds One 

Lang, Fisher & Stashower, 
Cleveland, has been appointed to 
handle advertising for Sugardale 
Provision Co., Canton meat packer. 
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“Stock photoes from Kaufmann ‘* 


_ Fabry ore like that! .. . Out of our 
500,000 on hand, one will fit your 
needs with psychic accuracy! A 
dollar bill or a company order 
will get you our latest Stock 
Photo Catalog .. . of which 
the supply is limited. 


= 


MORE THAN 
$00,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry Co. 


DEPT. AA3, 425 S. WABASH AVE., CHICAGO 5 
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Again, for the 11th consecutive year: 


BIGGEST Ist QUARTER IN LOOK’S HISTORY 


Ist QUARTER 1956: Advertising revenue up 20.3% 


Circulation at an all-time high of 4,201,000* 


Today, as never before, people are responding to the “warmth, 
understanding and wonder” coursing through the pages of LOOK. 
Without exception in the postwar decade, LOOK’s 1st quarter (and 
yearly ) circulation has grown bigger and bigger. Now in the lst quarter 
of 1956, LOOK’s circulation is again bigger than ever before—up 
137,000 over the same period of last year. 


Quick to sense people’s response to LOOK, advertisers have invested 
$6,619,000 in LOOK in the Ist quarter of 1956—over $1,000,000 more 
than the same period last year. In fact, 1st quarter revenue was greater 
than the revenue for the whole of 1946. 


LOOK, the exciting story of people, has an exciting story for advertisers. 
Its consistent record of growth is unmatched by any other major 
magazine. And so is its efficiency. LOOK delivers more readers per 
advertising dollar than Life or the Post or any other major magazine. 


*Publisher's estimate 


PAUL SIEGEL, LOOK, APRIL 6.1954 


... with warmth, 


understanding and wonder. 


ie Soom, anger 


BO BBP OBERG 


LOOK, MARCH 8 
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Richfield Launches Campaign he month during the next seven| pumps and will distribute to mo- 

Richfield Oil Corp., New York,|months covering the company’s|torists the 1956 edition of the 
Baseball with the Philadelphia edition of 
Humm & War- TV Guide, has been appointed ad- 


has launched its new premium gas-| marketing area along the eastern|“Richfield Dealer's 
oline with an outdoor advertising| seaboard. Dealers will get new) Schedule.” Morey, 
campaign of 2,000 24-sheet posters' globes for premium _ gasoline’ wick, New York, is handling. 


over 260,000 tv sets! 
over 1,000,000 pairs of eyes! 


WREX-TV delivers your message in a billion 
dollar market — all of the top I5 once-a-week 
shows — all of the top 15 syndicated films*— 
are part of the Power Packed Performance that 
makes WREX-TV The Viewers’ Choice. 


* PULSE. INC. SURVEY, SEPTEMBER, t955 


WREX-TV-Channel 13 « rocxrono - wumors 


represented by H-R TELEVISION, INC. ye 


telecasting in color... 


c BC 
AFFILIATIONS 


TV Guide’ Appoints Three 
| Francis N. McAdams, formerly 


| vertising manager of the southern 
Ohio edition. Thomas Farrell, for- 
merly of the New York Times, has 
joined the sales staff of TV Guide’s 
New York metropolitan edition, 
and Eric Matzner has joined the 
sales staff of the Philadelphia edi- 
tion. 


Southland Buys KAKC 

Lester Kamin, head of Kamin 
Advertising Co., Houston, has 
bought KAKC, Tulsa, Okla., for 
his Southland Broadcasting Co. 
| The sale is subject to the approval 
|of the Federal Communications 
|Commission. The reported price is 


| $125,000. 


DON’T MISUNDERSTAND US, WE DON’T RECOMMEND COUNTERFEITING... 


We're talking about the best advertising medium 
on the Pacific Coast— Don Lee Radio. 

In a recent survey Dr. Ernest Dichter asked Pa- 
cific Coast merchants which radio network, in their 
opinion, people listen to most —60% said Don Lee. 

Use the Radio Network both merchants and lis- 
teners prefer—the nation’s greatest regional net- 
work— Don Lee. 


Represented nationally by 
H-R Representatives, Inc. 


DON LEE IS PACIFIC COAST RADIO 


| The plan is this: 


Advertising Age, May 14, 1956 


Good TV Selling 
Means Servicing 
Sets, Halpin Says 


Toronto, May 9—The man who 
buys a television set expects it 
to work perfectly, and the smart 
dealer makes sure that his cus- 
tomer gets good service at home 
on the set. 

This is what Dan D. Halpin, 
general sales manager of the tele- 
vison-radio division of Westing- 
house Electric Corp., Metuchen, 
N.J., told Canadian retailers here 
recently. He spoke on “Merchan- 
dising Television Profitably” be- 
fore the Ontario Radio & Appli- 
ance Dealers Assn.’s annual 
convention. 

Mr. Halpin said that the dealer 
who follows through on installing 
and servicing the tv set guarantees 
good reception and customer sat- 
isfaction. 


® He told the group that the en- 


|| terprising tv dealer must be guid- 


ed by successful and careful 
| planning. He gave five “basics” for 
successful merchandising in terms 
of which the retailer must analyze 


'| his problem. They are: 


1. There is a product to be sold. 
2. The product must be SOLD. 
3. It must be promoted. 

4. It has to be properly installed 
and efficiently serviced. 

5. It has to be good and well- 
known enough to satisfy the pur- 
chaser so that he will come back 
later for replacement or purchase 


| of additional receivers. \ 


|» He recommended that dealers 
| follow the “Program Selling” plan, 
| now in operation by Westinghouse 
| people throughout the U.S. 

Based on a 
| three-month, or quarterly, basis, 
| the dealer plans ahead. He antic- 
| ipates his gross sales, sets up an 
| advertising and sales promotion 


‘| plan and orders sufficient mer- 


| chandise of varied mix, to meet 
his maximum requirements for a 
specific period ahead. This enables 
| the distributor to have the neces- 
| sary merchandise on hand, and 
the factory to build the right kind 
of television receivers needed for 
the period ahead, he said. 

He added that retailers who car- 
ried the full line of one brand 
| gain in prestige and sales on the 
goodwill, national advertising and 
aggressive merchandising pro- 
grams of the manufacturer. 
| “The consumer who already, for 
| example, owns a Westinghouse 
Laundromat, a Westinghouse elec- 
| tric coffeemaker, or Westinghouse 
range, dishwasher or air condi- 
| tioner, is apt to purchase a West- 
inghouse television or radio re- 
ceiver in preference to any other 
-trand,” he said. 


Ad Production Club Elects 

Clare L. Williams, production 
manager of Baker Advertising 
Agency, has been elected president 
of the Advertising Agency Produc- 
tion Men’s Club of Toronto. Other 
officers are Harry Templar, Mc- 
| Laren Advertising, Ist vp; J. R. L. 
Russell, H. F. Stanfield Ltd., 2nd 
vp; Jim Gribben, McKim Adver- 
tising, treasurer, and C. F. Turner, 
Needham, Louis & Brorby of Can- 
ada, secretary. 


Livingston Joins Bruce 

Louis Livingston, formerly pres- 
ident of World Wide Promotions, 
New York, has joined Bruce, Rich- 
ards Advertising Services, New 
York, as head of its contest and 
sales promotion departments. 


To the man “from Missouri” 
who must be shown... 
To reach tonnage 

buyers of metals, use 

AMERICAN METAL MARKET 


Daily Newspaper of the Metal Industries 
18 CLIFF ST., NEW YORK 38, N.Y. 
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/ LAURENCE WRAY is constantly on the move. He is an alert, 


restless man and, as Editor of McGraw-Hill’s Electrical Merchan- 
dising, he uses this energy to good advantage. At the scores of 
industry meetings he attends, he is quite apt to work 18 hours at a 
stretch—much of it on a hotel room telephone, as shown above. 

In his offices, Larry Wray guides a staff of 15 editorial people, 
plus researchers who work exclusively for Electrical Merchandising. 
All these people are dedicated to putting out a publication to aid 
the flow of electrical appliances, radio and television through dis- 
tribution channels to the consumer. 

To do this, the staff must get around. They speak often, just as 
Larry Wray does, but they always listen. At conventions, in stores 
and with department store buyers, they sense the trends and learn 


the techniques that keep products moving. They are well-informed 
about their field. 

Each year, Electrical Merchandising’s January issue is devoted to 
marketing facts and marketing studies. Considered the “‘Bible’’ of 
the industry, it has received seven awards for outstanding editorial 
achievement. It is also the most widely quoted statistical medium 
in the industry it serves. 

Leadership like Larry Wray’s is typical of McGraw-Hill editors. 
Their publications reflect that leadership. These magazines, cover- 
ing almost every major field in American industry, help the men 
who make and move America’s goods. And America’s advertisers 
use these publications to reach these men who also initiate, specify 
and approve the purchases for business and industry. 


McGraw-Hill 


PUBLISHING COMPANY °* 


INCORPORATED 


(i) +330 WEST 42nd STREET, NEW YORK 36,N.¥. @) 


More than a million men in business and industry pay to read McGraw-Hill business publications 
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Greatest Wealth 


in the World 
is found in the 


richest source of diamonds. Man’s most precious 


S OUTH Arrica’s fabulous blue ground is the world’s 
gems are mined from these rare blue deposits. 


There’s a blue ground for you in America — the Blue 
Ground of Retail Sales! This is where consumer dollars 
are spent in volume . . . where advertisers must sell, 
with sleeves rolled up and both fists clenched, to sur- 
vive — to thrive — to prosper. 


Consisting of a mere 12% of the 3,073 total U.S. coun- 
ties, the Blue Ground of Sales holds the concentrated 
buying power of the nation. Eight out of every 10 
dollars spent in super markets are spent here. Seven 
and more dollars out of every 10 that pass across all 
retail counters are cash-registered here. 


Every executive concerned with plotting sales strat- 
egy, allocating manpower, product or dollars will want 
to know more about the location, retail activity and 
sales potential of this Blue Ground of Sales. 


The American Weekly penetrates the Blue Ground of 
Sales more deeply than any standard national mag- 
azine — weekly, bi-weekly or monthly —and costs far 
less. As the charts at right show, The American Weekly 
delivers twice as many readers per dollar as the leading 
general magazine — more readers, in fact, than this\, 
magazine and the top service book combined for about | 
half the cost. 


Bulk of The American Weekly’s huge free-spending — 
audience of over 10 million families lives in sales-vital | 
Blue Ground counties. Collectively, these people rep- | 
resent a market which single handedly could absorb 

the output of most industries. | 


They spend over $9 billion a year for food. Own and 
operate about 8.9 million cars. Over 6 million of them 
own the dwellings they occupy. All are constantly 
buying the necessities of living and the luxuries which 
make it worthwhile. 


Ask your American Weekly representative to give you 
the story and guide “Dynamiting the Blue Ground” — 
a completely new marketing concept on which to base 
sales and advertising plans. 
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64 Oh, how he wishes he was in Peoria! 


Spacebuyer didn't know Metropolitan Peoria was 4th in 
Buying Income per capita, even though it ranks 26th in popu- 
lation in the 250 M to 400 M population group! Take 
advantage of this above-average buying power—put your 
“A schedule in the Peoria Journal Star. 


(Peoria is the ideal test market because outside media 
has little influence—as far from St. Louis or Chicago 
as Baltimore is from New York.) 


Peoria Journal Star covers all Peoriarea—daily circulation 
exceeds 100.000. Represented nationally by Ward-Griffith Co., Inc. 


|\Second Houston Agency Chief 
Adds President's Duties 

| Wendell Hawkins, head of 
Green, Hawkins & Aguillard, Hous- 
ton agency, has added the presi- 
dency of a new Packard auto agen- 
cy, Wendell Hawkins Inc., to his 
|other duties. 

Mr. Hawkins is the second agen- 
|ey head in Houston to take on the 
|presidency of another business. 

About two years ago, Steve Wil- 
helm, head of the Houston branch 
|of Foote, Cone & Belding, went 
over to the agency’s Gulf Brewing 
| Corp. account and added the duties 
lof president to his agency duties. 


Colgate Elects Directors 

Two Colgate-Palmolive Co. vps, 
|Ralph A. Hart and Robert E. Hil- 
brant, were elected directors of the 
|company at the annual stockhold- 
|ers meeting. Mr. Hart is also pres- 
ident of Colgate-Palmolive Inter- 
national and Mr. Hilbrant is man- 
ager of the toilet articles depart- 
ment. 


NEARLY- HONEST JOHN 


USED CARS 


LEADERSHIP 47,1 S 


TOTAL DAILY 
CIRCULATION LEAD 
OVER 2ND PAPER 


City Zone Lead — 10,546 
City & RTZ Lead — 16,958 


cS beometeie: © 8,564, 31 ] 


‘advertising 
LINES 


Year: 1955 


LEADERSHIP 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER 


Retail Lead — 3,312,727 lines 


General Lead — 1,242,320 lines 
Classified Lead — 4,009,264 lines 


230,238 Daily 


Largest Circulation in the Pacific Northwest 297,135 Sunday 


Sources: ABC Publishers’ Statements for 6 mos 
ending September 30, 1955; Media Records total 
advertising, less AW and TW, 1955. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC 


tHe Oregonian 


PORTLAND 1, OREGON 
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Trading Stamps Good 
When Used Properly, 
Vredenburg Asserts 


BLOOMINGTON, IND., May 8—Al- 
though the trading stamp plan— 
the gimmick by which some re- 
tailers try to attract customers by 
offering redeemable stamps with 
purchases—is 60 years old or more, 
it has showed its greatest growth 
since about 1951. 

The extent of this growth is re- 
flected by the fact that anti-stamp 
legislation was introduced in 38 
states during 1955 by stamp op- 
ponents, although only two states 
passed any such bills. 

Harvey L. Vredenburg esti- 
mates in his study, “Trading 
Stamps,” just published by the bu- 
reau of business research of Indi- 
ana University ($2), that some 
member of about half of all 
American families is saving trad- 
ing stamps, or nearly 29,000,000 
persons. 


s Mr. Vredenburg says that about 
140,000 retailers carry trading 
stamps, and about 70% of these 
are food stores, gasoline stations 
and drug stores. Some 370 inde- 
pendent and store-owned stamp 
companies have estimated annual 
sales of $490,000,000. 

“In addition, 800 to 1,200 stores 
are believed to be operating their 
own stamp programs, which add 
another $60,000,000 to $90,000,000 
to the annual stamp volume,” Mr. 
Vredenburg notes. 

Mr. Vredenburg, presently a 
|member of the University of Iowa 
|faculty, undertook the study as 
part of his work toward a doctoral 
| degree at Indiana. The study’s ob- 
jective, he states, “was (1) to pro- 
vide objective information about 
the use of trading stamps, (2) to 
discover the factors important to 
the success or failure of a stamp 
|plan for retailers, and (3) toshow 
| the extent and nature of the con- 
troversy concerning the use of 
trading stamps by American re- 
tailers.” 


s As part of his study, Mr. 
Vredenburg estimated that the 
stamps cost the retailers between 
2% and 3% of their gross sales. 

“Retailers have been inclined to 
regard trading stamps as a pana- 
cea for promotion problems,” Mr. 
Vredenburg concludes. “No device 
will answer every promotional 
need under all conditions. Success- 
ful retail experience with stamp 
plans indicates that substantial 
benefits can be realized when con- 
ditions favor a stamp program. 
When properly used, trading 
stamps appear to be as sound eco- 
nomically as advertising, special 
services and other usual forms of 
sales promotion.” 

Mr. Vredenburg’s book covers 
the industry as a whole, its legal 
aspects, how the stamp plan is fit- 
ted to the store’s needs and what 
the different types of stamp plans 
are like and their advantages and 
disadvantages. 


‘This Week’ Adds One 

The Syracuse Post-Standard will 
begin carrying This Week Maga- 
zine on July 1. 


Touchy readers get ideas that Adver- 
tisers or Agencies have invaded their 
rights. When a claim is filed, you 
need our 
“INSURANCE 

devised especially to take the sting 
out of these cases. It’s surprisingly 
inexpensive and it does the job 
adequately 


WRITE FOR DETAILS 


EMPLOYERS ta 


ND RATES 


URANCE 


CORPOR N 
INSURANCE ANGE 
KANSAS CITY, MISSOURI 
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What men don’t understand 
about women’s originality 


We’ve noticed that when a man knuckles down to a pro- 
ject—like building a free-form room-divider—he starts with 
a diagram. And he sticks to it. 

We've also noticed that when a woman starts a project 
—like making a soufflé...or a dress...or doing over a room— 
she starts with a diagram, too. But she revolutionizes it! 
She turns it into something delightfully her own. She adds 
mushrooms to the recipe...a pair of white cuffs to the dress 
...or hangs the striped wallpaper horizontally because it 


looked so terrific in the ad hung vertically! 
And because Ladies’ Home Journal understands this, 
the patterns, recipes, decorating ideas—and everything else 


in the magazine—are designed merely as springboards for . 


a woman’s inventiveness. 

It is probably because the Journal understands women 
so well that it is the No. 1 way to influence women. 

Which explains why advertisers invest more money in 
the Journal than in any other magazine edited for women. 


Never underestimate the power 
of the magazine that understands women... 


“JOURNAL 


N O. 1 in circulation, newsstand sales and advertising revenue among all magazines edited for women 
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460,000-Ton Paper 


Is Forecast to Magazine Publishers 


(Continued from Page 1) 
Christian Herald, who has been 
secretary of the association and 
at this meeting also was elected to 
fill the spot of vice-chairman until 
he takes over the top post. 

Also elected were Kent Rhodes, 
Reader’s Digest, vice-chairman; 
George Hecht, Parents’ Magazine, 
treasurer, and George Delacorte, 
Dell Publishing, as secretary. 

Arch Crawford, who has been 
president of MPA during ten hec- 
tic postwar years, also will be re- 
tiring Dec. 31, and MPA is now en- 
gaged in an effort to locate a per- 
sonable p.r. executive, with a back- 
ground in either publishing or the 
advertising agency business, who 
can head up the MPA’s activities. 


® Marvin Pierce, chairman of Mc- 
Call Corp., who made the nomina- 
' tions, noted that previous criti- 
cisms of MPA had centered on (1) 
its lacks in public relations and 
(2) the relatively minor roles to 
which smaller publishers felt they 
were relegated. Significantly, p.r. 
will occupy the attention of the 
new president, and the new slate 
of officers is primarily composed 
of executives of smaller publishing 
companies. 

It also was indicated that MPA 
will begin a vigorous drive to in- 
crease its membership from the 
present 106 publishers of 378 mag- 
azines. Godfrey Hammond, Popular 
Science, suggested that a new se- 
ries of forums might be organized 
and operated, covering such topics 
as typography-art-layout, person- 
nel problems, production problems, 
advertising, promotion, advertising 
management and sales costs, cir- 
culation promotion and fulfilment 
and publishing tax problems. 

Harold Bean, Curtis Publishing 


Shortage by ‘60 


Co. and chairman of Central Regis- 
try (the joint magazine-subscrip- 
tion agency policing body) pulled 
no punches in describing present 
field selling tactics as “a disturb- 
ing situation.” 


@ The re-emergence of cripples 
and fakes as field selling agents 
had brought “a veritable torrent 
of complaints,” he asserted, and he 
said Central Registry had assessed 
damages on field crews “until we 
are blue in the face.” 

“We need help,” said Mr. Bean 
candidly, and he laid the respon- 
sibility squarely at the publishers’ 
door. “Each of you could put a 
stop to this monkey business in a 
hurry,” he snapped. “Have your 
circulation manager call in the 
agency heads and tell them they 
cannot sell your publications un- 
less they clean up.” 


“With all the earnestness at my 
command,” Mr. Bean concluded, “I 
urge you to take such positive 
steps.” In his written report, he 
said flatly that violations of CR 
rules have risen rapidly from last 
October to the present. 


® Fred B. Manchee, exec vp of 
Batten, Barton, Durstine & Osborn, 
told the publishers to “stop worry- 
ing about television”—that there is 
room for everybody in the media 
field. He pointed to the fact that 
while tv was the leading medium 
in BBDO last year, magazines got 
both an increase in dollars and an 
increase in share of total billing. 
He also advised the publishers 
to (1) sell their own advantages, 
(2) sell greater frequency, (3) 
continue to do research, with em- 
phasis on psychological and moti- 
vation research, (5) keep support- 
ing the Magazine Advertising Bu- 
reau, (6) keep magazine selling 
and promotion clean, (7) watch 
the quality of circulation and (9) | 
support the stature of advertising. 


® James A. Fitzpatrick, chairman | 
of the New York state joint legis- 
lative committee on yar 


or drug package field. 


head the activity — write 


stock participation, etc. 


41 East 42nd St., New York 17, N. Y. 


Account 
Executive | 
package goods 


There’s a great opportunity in this hard-working, 
successful and fast-growing 4A agency for a real 
“pro” with the proved ability and experience to 
successfully service a major account in the grocery 


We are well-staffed in supporting departments — | 
copy — art —research — merchandising — media — but 
the account manager we seek must be able to spear- 


agency to the client and the client to the agency. 


Salary is interesting—so are the fringe benefits— 
profit-sharing, insurance, bonuses and possibility of 


The man we are seeking is probably not in the habit 
of answering ads but we hope this will appeal to 
him as the genuine opportunity it is. He is probably 
in his middle 30’s or early 40's. 


Please address your reply attention of 
Mr. Harry B. Cohen, President, 


HARRY B. COHEN ADVERTISING COMPANY, INC. 


the plans—represent the 


warn MPA of the inroads of du-| standards high; and 


bious magazines and to inform the 
publishers about the work of his 
committee. 

He reported that (1) new legis- 
lation will now make sentences for 
peddling pornography more severe, 
(2) violators will be fingerprinted, 
(3) local attorneys now have the 
right of injunction and (4) that 
publishers of magazines must be 
identified unmistakably, starting 
in the fall. 

Mr. Fitzpatrick told MPA his 
committee concedes it has made 
mistakes in “our effort to do a de- 
cent job.” He asserted, “We have 
no interest in doing it if you can 
do it yourselves,” and he offered 
a few suggestions: 

1. Exposure and education—a 
drive by the industry to clean up 
the newsstands; 

2. A positive program aimed at 
interesting youngsters in better 
things; 

3. Adoption of an MPA code so 
that dealers and parents could 


identify magazines trying to keep | 


4. Seeking the cooperation of 


distributors in cleaning up the un- | 


desirables. 


® All through the postwar period, 
a steady source of concern to mag- 
azine publishers has been their 
dwindling profits and the rising 


| cost of magazine paper. This year’s 


report had no cheer to offer: Al- 


|though magazine revenues of 35 


publishers climbed to $750,600,000 
in 1955, they averaged only 2.6% 
net, down 0.2% from 1954’s 2.8%. 
Paper cost continued to grow and 
was 25.1% of the total take last 
year. Paper cost rose slightly dur- 
ing the year, for this group of pub- 
lishers, from $191 a ton to $192, 
but Kent Rhodes of Reader’s Digest 
hastily explained that paper rose 
more than that, and the publishers 
had down-graded their paper. 
The figures also indicate, Mr. 
Rhodes said, that despite rising 
costs and dwindling profits, the 
publishers are using more and 
more paper. The mills have shoved 


<> 
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their production from 3,600,000 
tons to 3,900,000 tons a year, a gain 
of 8%, and are still behind. Cur- 
rently they are running at 109% 
of capacity, he said, and the 30-day 
backlog which they enjoyed 
through 1955 is now about 45 days. 


® He sounded an ominous note in 
disclosing that the Government 
Printing Office had difficulty in 
arranging for its third quarter 
paper and had been discussing re- 
viving paper priorities—something 
like the unlamented M-36. 

Mr. Rhodes believes publishers 
want no return to priorities. He 
said they would be glad to make 
arrangements voluntarily to make 
sure GPO gets its quota, letting the 
mills handle the shipment on a 
voluntary basis. 

Over-all, Mr. Rhodes said, the 
situation is gloomy. By 1960, de- 
mand is expected to be around 4,- 
500,000 tons, with supply around 
4,090,000 tons, and a gap of 460,000 
tons. 

“Unless printing paper produc- 
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Saies Offices: New York, Cincinnati, Dayton, Columbus, Atlanta, Chicago, Miami... .. 
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tion is substantially increased, it’s | 
difficult to see how it will be pos- | 


sible to produce all the paper 
called for,” he said. He reported an 
MPA project to study magazine 
paper needs by type of paper used, 
year-by-year, to 1965. 


® The publishers also heard news 
on the advertising front: O. G. 
Schaefer, Meredith Publishing Co., 
reported on the success of the bond 
campaign conducted by magazines 
with the U.S. Treasury. He called 
attention to the large number of 
bonds sold, but also pointed out 
that only about 75 magazines now 
are taking part. 

The Magazine Advertising Bu- 
reau showed a new slide film on 
the results of a special analysis by 
the Wharton school of finance of 
unevaluated data compiled during 
a $4,000,000 study of consumers. 
The study was directed toward 
setting up a new bureau of labor 
Statistics panel in 1950. 

The study showed how maga- 
zine-reading families (66% of the 


Pulson Carter Knight Davis 
ADDRESSES ADMEN-POLITICOS—Paul C. Smith, president and editor-in- 
chief of Crowell-Collier, New York, principal speaker at recent 
meeting of the Los Angeles Advertising Club, is shown with (from 
left) Mayor Morris Pulson of Los Angeles; Nelson Carter, presi- 
dent of the Los Angeles Ad Club and vp of Foote, Cone & Belding; 
Gov. Goodwin J. Knight of California, and Mayor George W. Davis 

of Beverly Hills. 


Erickson, reviewed the past dec- 
ade in magazine advertising, noting 
the general decline in share of 
total dollars taken by magazines, 
and particularly the decline in fic- 


families in the study) bought 74% 
of the goods. It also broke down 
their purchases by category ac- 
cording to income group. 

Dr. Leo Bogart, of McCann- 


tion, women’s and “lowbrow” mag- 
azines. On the other hand, he said, 
he expects total magazine advertis- 4 
ing to top $800,000,000 in 1956, and | 
to be over $1 billion by 1960. 

He feels that television has dam- | 
aged magazines about as much as| 
it is going to. He looks for some | 
cyclical change and feels that mag-| 
azines which have defined their | 
character sharply will do better, 
and that fiction will be revived. 


NBP Sets Up New Membership 

National Business Publications, 
Washington, has created a new 
classification of membership to be 
known as international affiliation 
membership. The first two com-| 
panies to join the organization as | 
affiliate members are Hugh C. 
MacLean Publications Ltd., To- 
ronto, and Wallace Publishing Co. 
Ltd., Montreal. MacLean publishes 
14 business publications, and Wal- 
lace 12 business papers. With 
these two additions, NBP now has 
a total of 202 member-publications 
in the U.S. and Canada. 
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WLW-A 


Atlaute 2 


scene rete neeeeeeseersseseresesssseses A member of the Crosiey Broadcasting Corporation, a division of AXES 
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Name your product—lipstick, lollypops or LaPalinas 
. . . ladies’, children’s, or men’s! WLW-A has the 
show for it with the smash new TRIPLE-A Plan— 
guaranteeing Audience and Action in Atlanta! 

Yes, WLW-A offers just the right television 
shows for just the right products—kiddies’ shows 
for kiddies’ products, daytime shows for women’s 
products, nighttime shows for family products. So 
here’s a product-perfect, show-time plan that 
really delivers the goods. And only WLW-A gives 
you this TV selective-audience package—the big 
new TRIPLE-A Plan . . . guaranteeing Audience 
and Action in Atlanta! 
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25,000,000 Is 
‘Initial’ Order 
for S&H Catalogs 


New York, May 8—More than 
25,000,000 catalogs—believed to be 
the largest single printing job for 
any American busiress organiza- 
tion—were shipped this week by 
Sperry & Hutchinson Co., oldest 
and largest of the cash discount 
trading stamp companies, to 60,- 
000 retailers for distribution to 
stamp savers. 

This year’s S&H catalog of 48 
pages, illustrated in four colors, 
lists 1,500 products obtainable in 
lithe company’s -400 redemption 
centers throughout the country. 
Of the total preducts shown, 526 
are national brand items including 
such well-known names as Gen- 
eral Electric, Westinghouse, Inter- 
national Silver, Cannon, William 
Rogers, Samson, Alexander Smith, 
Kodak, Ansco and Spaulding. 
The 25,000,000 catalogs were an 
initial run. An additional print 
order of several million copies is 
scheduled for later in the year. 
Copies were printed simultane- 
ously by Curtis Publishing Co., 
Philadelphia; Cuneo Press, Chica- 
go; Pacific Press, San Francisco, 
and Livermore & Knight, Provi- 
dence. Shipments were made from 
the printing plants on a regional 
basis. 


s A housewife shopping in any of 
the 60,000 retail stores that use 
S&H stamps gets a stamp with 
each 10¢ purchase. When she saves 
1,200 stamps, her book is filled. 
One book will buy a good sheet, 20 
books a power mower. Merchan- 
dise can be ordered from the cata- 
log, but if there is a redemption 
center in the area, the housewife 
gets her product there. 


‘Buffalo News’ Elects 

New officers have been elected 
by the Buffalo Eventing News as a 
result of the death of Edward H. 
Butler, who had been editor and 
publisher since 1914 (AA, Feb. 27). 
They are Mrs. Edward H. Butler, 
his widow, president; Alfred H. 
Kirchhofer, exec vp; James H. 
Righter, vp; Mrs. Kent S. McKin- 
ley, Sarasota, Fla., vp, and Clay- 
ton G. Underhill, treasurer. 


Hill & Knowlton Moves 

Hill & Knowlton, New York, 
public relations counselor, has 
moved to 150 East 42nd St. 


a) 


Analysis of 


COLOR 
Advertising 


in Newspapers 


For the first time ...an author- 
itative monthly service tells you 
promptly (within 10 to 15 
days after end of month), accu- 
rately, completely — the whole 
~ ag story. In ROP, Comic Sec- 
tion, Magazine Section, Supple- 
ments. 
You eet a comprehensive 
ie of e, insertions and 
= Aetog (fer general only), 
exed by accounts and clas- 
moe ale including the num- 
ber of colors used .. . All this 
for a gene group of news- 
pom ong which are the 
eaders iy COLOR advertising. 
Write for sampling of report 
aad cost 


Advertising Linage Service 
251 W. 42nd St., Dept 103, N. Y. 36 
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Put your Advertising Outdoors and Watch America Go Buy! 
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“My beer is 


RHEINGOLD- 
the DRY beer!” 
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careeo wy Siehmann isa BREWERS FOR 1) YEARS ESTABLISHED 1 . 7 fs 
Poster designed by Foote, Cone & Belding 
0 t d A 1 t 
PHILIP LIEBMANN, President 
Liebmann Breweries, Inc., says: 
“Our reasons for using Outdoor Advertising are simple. It offers the most i 
in package and name identification . . . the most in coverage, circulation, and 
repetition . . . color and visibility . . . and it is on the job morning, noon, and 
night, which is important in the selling of our product. All this, together with 
Miss Rheingold on the posters, does a bang-up job for us.” 
SALES POWER—AT LOWEST COST & 


OUTDOOR delivers more circulation—at lower cost—than any other major medium. 
Only 15c per thousand in a typical national campaign. 

And OUTDOOR Advertising is seen! T.A.B.* figures point out that in a typical market 
area 93% of people SEE OUTDOOR. Average person SEES it 22 times per month. 
POLITZ shows that average exposure to pedestrians is 64 seconds—to motorists, 
21 seconds. 


Isn’t this SALES POWER that you can use? 
*Traffic Audit Bureau 


oie 4 ” . _ 
Bid 4 z OUTDOOR ADVERTISING INCORPORATED 
f NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N. Y. 


: 
“~ a. 2 ATLANTA ¢ BOSTON « CHICAGO « DETROIT « HOUSTON * LOS ANGELES 
; / PHILADELPHIA « ST. LOUIS * SAN FRANCISCO ¢ SEATTLE 
a 


Copyright 1956 Outdoor Advertising Inc. 
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Spot TV Takes Dip in Doll 
Advertis ar Volume 
ertisers for lst Quarter of ’ ; op 200 Spot TV 
euiteee mae from Page 1 r of 56 t F Ad V ; 
mas ye <a eth to 15th place. Ch . er tiser 
they did Sy eg cnanthaien - — coy agen Antell Inc.| Sourc First Quarte S 
7 spot ty bu ee ae of 1955 rrent ranking. © 18th in the| Fig e: N. C. Rorabaugh Estimat r, 1956 
a. " : ; ‘stim 
i nies were up, with th com-|® In c ures in parenthese. es for Television 
ng c P&G omm s aft Burea 
onsiderably m spend- | TvB enting on th fourth er compan u of Adve 
Miles Lab ore. . quarterly re e second quarter, 1955 y names indi rtising 
place, while Zemained in sixth Oliver Treyz, Hanon on spot tv,! Re cate company’s rank in 
Sao wen [meg ee | be cs or el 
ant to + Fo r & iture . Consiel Gatin tm 
Spot TV Day Part sui Aina tiieinests teate be cara, oe $5,782,800, 35. nig ig ohare 497,700| 80. Lee Ld 
Ist Qu ey all national oe includes 3. Sterling at (2)... 2,921,900 Co a Tobe 495,600) 81. rade yuissanennioenenen 270,000 
arter, 1956 vertiser t egional spot ann. 2,252.8 36 EOD cabenrenitimetatens 82. Glam als Inc. (106) 2 4 
Day (ada_ 000) “Since spot is that us aeee| S a. eee! |S. Coban tod — 2a east Riding Co. Ot 334300 
Night $ 34,637 34.6% sion whereby the aan of televi- ne Sey emma 1.780,000| 38. Lever —— (46). 474,500 84. Carling fer sag Co. (88) 262,700 
Late Night : —— 55.5% ey Seren kinds ews 4 can : Colgate Paimelive Co. (10) ites - lh Bheag sosennnnnnea 471,000 ~ Theo. Hamm = ees — 261,000 
9 ertis . Phili " . bees 1 40. r Mills (4 . | - g Co. 
$190 52 9.9% | the adv ng pressure ieeniiaee of! 9, oan Morris & Co. (12) .. 1,542 00 40. B. T. Babbitt Co. an 1) 448,400/ 87. arnation Co.** (129) .. (78) 260,300 
.209 100 , ertiser nee . ere as ional Biscuit 200 41. P. Ballanti D stace 433 General Bak “ 258,800 
s % | includes pr heel Co. (13) .. 1,478,400, 4? jentine & Sons (39 200) 88. Stond ing Co. (51) 230, 
jpot TV Types B ter of he ograms which, as a lly} 11. Bulova Motors (7) oss. 1,264,200 . Corn Products Refinin ) 429,600 ~y lard Oil Co. of 300 
Ist reakdown | 1956 re ct, for the first qua pat | 12. Anahi Watch Co. (9)... 1.228400 43 mip th eng ‘ 89. PL yey eg my 
Quarter, 1956 ex present 22% of rter of| 13. “7 yaa /228, he Ceery- egy 425,900 . P. Lorillard & Co a 230,200 
pendi the Ame 1,194 o. (63 : . (87 
pe (add 069) a a tures in the field of facility! 14. u rican Tel. & Tel. Co.* 1 Sea 44. Tea Council of U a + 417,000 - Simoniz Co. (194) ) ue 229,500 
ID’ uncements $ 44,5 pot. If program- nation-| 15 iggett & Myers (15) .. 143,300 | 45. Hills Bros. Coffee Ir (48) 403,800 1. Socony-Mobil Oil Co. (65) 227,900 
Parti i $ 12.183 44.5% ~aa were added, the ate sg 16. a Products (66) z pe 46. Thomas Leeming har (96) 403,500 92. American Chicle — (65) 227,400 
cipations $ 2 , 12.2% ional spot expendi oportion of ie i. (s) .... ,059,900| 47: Vick C o. (78) 40 93. Crcam . (97) 22 
1 7 hemicol 1,400 of Wheat 4,300 
Shows $ poy 21.4% to programs would meng devotes = Robert Hall Clothes (8 . 985,100| 48. Piel Bros. (4 Co. (23) .. 397,000 94. Sealy Mattress Corp. (140) 221,500 
2,017 21 9 It is i higher 8. Charles A ( ) o 869,100 49. Bett ( 7) Geccnccecee Di Co. & 
$100,209 100° % | man nteresting to note 19. Minute ntell Inc (110) 847,300| 50 er Living Enterprises ( 394,200| 95, Easter a ean 
: % |eavectt prominent spot is that) 20. Conti Meld Corp. (34).. 839,100) 51. Stokely-Van Camp (55) (38) 393,900! go et uit (105) «..... 218,700 
eneral Foods exch spot t seviel invest most yee Cn a Baking 100 = E. & J. Gallo Winery (5 389,900 97 General Mills (59) ........ 217,900 
with Sterlin anged positions, | F elevision dollars i of their) 2) {ee 2. Bristol-Myers C ry (90) 388,400) | sibtnn Metis tenis 217,500 
the th g easing ahead ,| For exampl rs in program annie oh) 761,400| 53. Reader’ 0. (94) .... 3 | 98. Pacifi Foods .... 2 
Oth deg ad to hold|J. Heinz, Anh Falstat! Brewing H| Warner-Lambert ae 751,200) 54 Falstaff | ava s7a.ses 9. F am om aon Se OD 214.900 
erwise, ther ; Lambe , Anheuser-Busch, W Bong Co. rmacal ‘ . , Brewing aie a oe . Schaefer Br p 
ee of a iiadies an pretty | Esso dhe weg Oil of Seah 23. sed ti alatidptavcacescetocooocas 725,900 — a a Co. & —a ae 37900 100. a (ae . aah 2 
Saas test Robart Hall. in | Oil, Pecific Coost ” Socony Mobil 24. Peter Paul Inc. i (32) 725,200 57. tne a. SS "use 101. Lewis Sede, eg Ine. (145) ae 
all moved and | Petr st Borax flobil | 25. Florida Citrus Commission | 724 : p Co. & Bottlers ( goed Co. (118) ... 212, 
ten. For Bulova, 11 Bae of the top| ers —_ Emerson Drug oe he sty — Commission (26) yy ~. Wildroot Co. (61) . (50) 368,400 | ; = Safeway Stores (60) ) un 212,000 
= a near pale a on the list, it cued leader in spot wera 27. Coco-Col . (44) snnerseneene 459.700 | - ag Tea Co. (68) eoveconeee — 104. oe Co. (137) seeeeee an 
arter Produc veatl ures is Kello; ram) 28. Horol ja Co. & Bottlers (18) 654,800 1 mag <n 900 | 195, mann Grewertes (1048 7,900 
66th on the courth Posen a ge ee ee a, ~ 29. = ym (2) yr * rage Sa oon 4 po ore & otha ops 
r , . c 7 aes ’ } a n » “ee ooece q e ine e a 
5 list grams alone.” mated 20% of ts] 30. Heute Co, (14. 573,600| 63. Radio canta 9p sabe nad ong 107. Lucky Loger Br Co. (67). 203,100 
31. Esso Standard Oil Co.(30 542,400| 64. p. of Americ ager Brewing 
S >. ooo oo 531, pte oe. eae CG, 2 
pol Ex . | A. Folger & Co. (43) “300| 65. H. J. Heinz Co. (70) ..... 344,000 109, standard Oil Co. of 202,200 
penditures by Prod ° fir00| He Antewerton 0) Bata One 3) 
uc age . " ‘Shell Ol Co. (36) ......... 326 400| 109. Hudson Pulp & Paper 199,900 
A t Cla if 68. Americon Home Foods (91 324,600 | ulp & Poper 
GRICULTURE ..... First SS Ication 69. Pabst -ascage Foods (91) 313,800. eee 
F $ art i 1 : 
a Meals aay Depilatori er, 1956 70. Plough Inc — (73) .. 313,500) ne American Bakeries Co. (1 eng 
eecvcee , cha . ner . Gr °. 01 
Haneous ...... 40900| Hair Tonics & Sig; 00) | Gasoline | 71. US. Tebome BO 390,900) 112 vararp hearer terre oo 
ALE, BEER & WINE a ee 1 —y a aa 2,974,000| 72 ae ee on pedannee ee 186,900 
Beer & Ale 8,323,000 and & Face Cre .. 1,906,000' Misc i odees ° . Great A. & P. Tea C 4,600 | 114. Internati (130) .... 185, 
Wine eeoeeeeece 7,193 000 Lotions A ams, ellaneous won 100,000 74. Hawley & Hoops on . (75) 286,600 | 115. Alk —_ Cellucotton aie 
Lb babsices oan's 1,130,000 Heme Permancnts 178,000 HOTELS, RES * a Standard Brends (82) .... 286,100 | 116. pen ED kictsieteens pony 
AMUSEMENTS & Coloring RESTAU —" | 76. Smith Bros. (108) sev... 285,600 117. W. F ry Store Products Co. 181, 
TA , ENTER- Sestaes Se 425, RANTS . 77. ennen Ce. (138) ........... 279,900 . F. McLaughlin . 181,400 
INMENT oo 00 HO 48,000 78. 8 Co. (136) ....- =~ Mast gag on 
teens 57,000 aters, etc. USEHOLD CL | 7% bape Shoe Co. (98 sue 276,300 119. Mon Inc. (72)... 1 ‘ 
AUTOM an aie... 146 CLEA EANERS, 79. Seeck Kn 273 arch Wine C 74,100 
OTIVE rs, Blades 000 | NSERS, POL & Kade ... 400/120. B.C. R ©. Inc. (123) 171,600 
ian ........ 3,280,000 Shaving Creams, Le- 140000, WAXES ..... a | ameeeyin corset 273,200| 121. Welch emedy Co. (183)... 171, 
gl 23.000) iene, cte- ¢ Seem aectnsoto** Manas PUBLICATI nmaar wd 4, Sonal me 
ERIN wos +++ r0 22000) Toilet Soaps... s76,000 Floor & F rs. 629,000. Ee oan oad Borg Cone 69,500 
rE 2,49 4 Miscel ai asees 644, ish urniture Pol- ’ ° 564,000 3. Phillips Petroleu seceee 168,600 
Tires & Tubes .. 4,000 laneous ... 000) ¢ es, Waxes SPORTING GOOD 124. Ward Baki m Co. (120) 168,600 
Trucks & Trailers . 125,000 DENTAL aa 65,000 | lass Cleaners 220000 TOYS. s, BICYCLES, | '2> Pillsbur pe Co. (116) .. 162,200 
Miscellaneous Access a ae Home Dry Cleaners .. 123,009 Bicycles & Supplies . 98,000 '26 K y Mills (69) enn 
& Supplies “ ema eeees 4.253,000, Shoe Polish aners.. 450,000 Gonenh & Senge 1,000 '2” on Co. (157) oneeessvees lero 
Nata engae| ‘Sainatenenn oe ES Sporting Goods 3,000, © hy -~qathneaies eis 
BUILDING MATE ellaneous 329,000) Hoy leaners 100,000 Misc Games ...... 83.000! OPP. (71) cvvveseersssssen 
FIXTURES RIAL, EQUIP.,| DRUG —  ——— re es ellaneous .. "000 | 128. Paxton & Gallagher Co. — 
Fixtures, Feabinn, 805,000 Cold peer - +» 10,726,000 poms =? _STATIO ar 6.000 | 150. bebton teawing Cc “0 ee 
> : emedies . * ae ppliances NERY 130. Ralston-Puri o. (150) 153 
AE. ogy purhinaoe Headache Remedies . Sty cata area .. 1,505,000 EQUIPMENT OFFICE 1139. Ounces Purina Co. (200). 1 a 
terials ... 146,000, Indigestion R les. 1,589,000| HOUSEHOLD , T wees 73.000| 132 can Coffee Co. 49,400 
SE coiets xi sae 129,000, Laxatives emedies 2,030,000 NGS FURNISH- “TELEV as] OS Ne ie foo Co wm 18.300 
Power Tools 1 aes 142,000 —«.. 1,063,000 Beds, Mattresses, eeeee 768,000. po ie PHONO . re Neg United eoce 147,000 
Miscellaneous .. ... pay bo near ee 579,000 Springs . oS pp amamaee INSTRU- 134 cay" (127) nscccccsnessecs 145,500 
CLOTHING, FURNIS — Dres_ 351,000 ~~ & Other. 608,000 Antennas .......... 626,000 | '35- Jacob veces (179)... 143,400 
ACCESSORIES HINGS, 1. aaa 1,456,000 hings ...... 160,000 an & Television Sets 124,000) 136. S. A. Schonbrunn — (102) 143,100 
ES. cde ES SS act aaa 316. HOUSEHOL ; ecords ... 321,000 | 137. Kraft Food Co. (167) 142,800 
a... 1 FOOD 16,000 D LAUND aie: ...... 158,000 138 eee 
ootwear ... 320,000 & GROCERY PRODUCTS RY ellaneous ... ’ . Gordon Baking C ~ 140,700 
ahh ta 422,000, PRODUCTS .. Bleaches, Starches .. 4,747,000. tT ut 23,000 | 139. V. ba Rosa & Ase i 140,200 
eneneees ...... 29,000 | Seed Goods ....... 28,461,000 Packaged tong: ee 235, 000. OBACCO PRODUCT 140. Duquesne Brewi 41) 139,800 
ti ea 22,000 Cereals errs 4,789,000 tergents . » De- SUPPLIES .. S& 141. Buitoni predoamn t168) _.. 138,200 
NFECTIONS & SOFT Coffee, Tea & Food 2,682,000 Miscellaneous... 4,266,000 Nn i 7,081,000 | 142: Serdeau Inc. ).. 135,800 
DRINKS ..... tee, Tea & Food | woUSEHOLD PAPER 246,000 Cigars, Pipe Tobacco 6,680,000 | 142 Richfield Oil onl 135,300 
Confections ......... 4,673,000, Condiments, Sauces, a100c00 Ce: Smoking co © 00,000) *4* Momtels © = * 135, 
MS ...+- 2 nts, Sauces, ° D PAPER Accessories ° | id Finance 200 
Seft Drinks ........ sprees oan damn 1,3 Sienceion th 1, ee . | — 
a , [a 47, eansin i. ecetee 108, eeeceeese | 14 c eevecccoercssoserces 13 
CONSUMER SERVICES 2 Desserts <a cones s700,000 Food — 375, reed TRANSPORTATI as a Bes (144) sone eas or 
Bey Cheastes & Lau 952,000 = Foods (Flour, 174,000 mentee —. 187,900, TRAVEL ON & oe a Milling 
es oe - ixes. Ric '. 'o et Tissu SOdcceees 312,000 Air ee 5,000 147. Q aa eihenk ah fe 132, 
siete .......00+. 56,000| Frozen ae: fe oneal ~~ i ennai ane eo See a00 
Insurance e ; A Seite 495,000 Fruits * cae eee peor laneous ...... sakes a eccccccessececees pg 148. See yo wccccccccrsecesesces ait 130,900 
Medical & Dental ... 396,000 (except f bles, Juices HOUSEHOLD SP dnaxs = teiie ys) saeee| ae jate Foods ........ 
Moving, H OP 20,000 BMacare rozen) ... 1,825 Broo GENERAL 9 ellaneous .. 4,000 . H. P. Cigar see 129,800 
Stor. he auling, ’ Chili ni, Noodles, 000 seg ag shes, 75,000 aii Sa 25,000 150. eeniihienns ——_ 129,000 
bse vcees » ete. .. GO.. s.. AT Brewi 
Public Utilities ee 141,000 Margarine, Shortenin; 621,000 Chins, Glassware, 153,000 = JEWELRY, CAM 151 ewig (TEN) -rneereeseereeee 12 
Religious, Pelitical, 1,510,000 M , Shortenings are, | AS... , - . Hazel Bish 8,200 
igious, Political ’ eat, Poul 911,000 Crockery | Gemenes Aasseseains 1 15 op Inc. (151 
7 . try & Fish , Contain ameras, A 834,000 2. Drackett ). 127,300 
Unions (except f Disinfectants ers 22,000 ecessories, Co. (163) 
adhecis & Caliente ... 175 So rozen) .. . Deodoriz- ’ Supplies ME WA Ge denosinnn 126,600 
M =_ & Colleges oe ups (except n) 1,405,000 F 2 ee s | Clocks & Ww: te eeeeee 43 000 154 Gunth Base qewsnsenennes 126, 100 
isce . Misce froze: iat ientine ote a ’ : e i = 
laneous Services 133,000, Food ay Foods anon aes cece Begg ete.) reed Jewelry ...... - .. 1,649,000 | 155: pci ay ge (166) 125,100 
COSMETICS & ‘. a. éée0s0 1,265,000 cides les, Rodenti- ’ Pens & Pencils eh . 41,000) 156. Continental Oil a (132) 124,700 
TOILETRIES ARDEN SUPP PE mw od a aa 3 | ee ..  101,000/ 157. Notional Os secon 124,500 
RE... oo... 7,442 EQUIP LIES & n Utensils _ 3, 000 oreee Enterprises 
etics .....-..- 2.33 000) MENT ....... 13 Miscellaneous 6,000 ‘MISCE Ime. (1BB) ...-esvsennve 
Deodorants ......... 4,000 GASOLIN aoa 616,000 LLANEOUS . eens 123,100 
ope 525,000 ~ & NOTIONS ae Stamps 1, aaas 159. Petri Wine 4 (62 eeeencoeeee 122,400 
re . °. 
ANTS ..... 3,123,000| PET .  onnee| Heoinesan Sones aol Ge —— 122,400 
PRODUCTS ... ° neous Stores 472,000. Co. (170) seven Ses 
. 86,000 Pee ean — Bond Seeses (162) aeeeeecseeece — 
1 i senate Gaetan tt 500 
09,000 ' 163. Wm. B. = roy (199) 120,400 
@. Inc. (189) 120,000 
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Estimated | ‘Christian Life’ Ads Up 
Rank Advertiser Expenditure | Christian Life, New York, since 
. broadening its editorial policy and | 
164. W 
oan prompts na Ce. .... bene accepting ads not necessarily of a 
166. E. I. Du Pont Ate i religious origin, added 52 new ad- 
cea (56) 117,008 vertisers betwen Jan. 1 and March’! 
sateen aan 31. Page rates were increased Jan. | 
168. Greyhound Corp. (149) . 115,600 1, about 12%. A b&w page, cae) “WRITE TODAY 
169. Columbia Broadcasting . QD time, is now $571.50. Rates are} or phone vs for informative 
ie 115,600 | ms now based on an expanded circu- | readership survey of the big MM audience 
170. Rival Packing Co. (182).. 114,900| lation of 60,000, compared to the| 
171. Remington Rand Ine. ........ 112,400 4 June, 1955, guarantee of 40,000. | MOODY MONTHLY 8? 
172. New England Confection- a = te 
ng ppaalesoneaa ~ 111,100 | SES asaaaeer cage 
173. Jos. E. Schlitz Brewing ieee . — . 1 
Co. (192) | cousatiparennaniginanaes 110,500 BERRY TIME—California & Hawaiian ~ 
174. General Cigar Co. (152) 110,100 | sugar Refining Co., San Francisco, : 
i nok tates a Co. (139) ye is launching its annual berry-time 
177. Emerson Drug Co. (191). 107,600| C@™Paign. The campaign will run 7 
178. William Wrigley Jr. Co... 107,300 | #% western women’s magazines and ta 
179. Chock-FullO Nuts ..ccccoous 106,900 |tn 159 newspapers in the Pacific } 
180. American Stores Co. ........ 106,700 | Coast area. Honig-Cooper Co., San AAI BA . 
181. Rayco Mfg. Co. (115) .... 106,000 Francisco, is the agency. satin saorocasts : 
182. Jim Clinton Clothing Stores 105,900 5 
183. Stephen F. Whit é SOventisinG fttM Sad 
Son (117) be csinacheetl 105,800| ‘N- Y. Times’ Opens Offices : : : 4 
184. Noleom Geling & in Philadelphia, St. Louis Now is the time . . . because, by the time you get your Eastman color 4 
tiation CH nt 105,600 k....1 New — any ne monet film commercials produced and release prints delivered, motion pic- - 
i. . SeeReeare 101,700 | @avertising offices in eceipaa i i si 
“4 “y » o seein 101,700 and St. Louis. Raymond T. Wiley, ture theatre enaigeng; will be exceeding 70,000,000 people per week, 
187. Sieh Growing Co. (172) 100.300|who was with the Philadelphia Just imagine! You can reach a substantial part of that captive audi- 
a) 6 bale ee 100,300 | Bulletin and the Wilmington Sun- ence of seventy million people a week with a made-to-order Eastman + 
189. International Salt Co. .... 100,200 color film commercial. 7 
| Se Gt A Gs cece 100,000 | | ‘ ; 
‘ 191. Castro Convertible Co. .... 98,700 Remember, according to the Sindlinger Study of Motion Picture 7 
i = a ae i — Audiences, approximately 60% are people between the ages of 15 a 
\ ID 194. Rev. Oral Roberts «oo... 97,600 and 35, the spending years. =) 
— a — pt “ya sesenane pei Also, when you use MPA-Screen Broadcasts Advertising, you are in : 
197. G. Krueger Brewing Co... 96,000 company with several of the Top 100 national advertisers, and, in 
198. Malt-O-Meal Co. (173)... 95,000 addition, you get such advantages as... 
199. Marlowe Chemical Co. .... 94,900 = = : 
200. Glumenthel Gres. Chee. Co. §=94788) stn A. Gone Raymond T. Wiley 1. PROTECTION AGAINST COMPETITIVE ADVERTISING. 
*Includes All Regional Telephone Cos. . . — 
**Includes Alberts Milling Co. day Star before joining the Times Only one advertiser for each product classification in theatres 
tTafon, going under the name of John-|in 1953, will represent the paper in selected. 
} ston & Johnston lost year, ronked 37th on | Philadelphia. His office will be in 
the fourth quarter, ‘55 list. the Packard Bldg. 2. MINIMUM COMPETITION FOR ATTENTION. There is a < 
John A. Grobe will represent limit of 3 to 5 non-competing advertisers in a theatre for a : 
McGraw-Hill Expects the Times in St. Louis, where he full week. y; 
} McGraw-Hill Publishing Co., New med ,~- A ne. west ~ or as many as 16,000 theatres a week. 
York, told the annual meeting that = 80. 
1956 earnings are likely to sur- M. &C Adds Two 4. DRAMATIC USE OF COLOR. Made-to-order Eastman color 
th f 1955, wh it | “oser otins ir- i ‘ 
i) pass those o when net profit Moser & Cotins, Utica, N. Y., films can be produced in our modern air-conditioned studios, 
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was $6,283,951. Mr. McGraw noted 


that first quarter sales of the com- | has 


been appointed to handle 


pany were $20,261,729, up 17% |advertising for Elmira Greet- 


over the first quarter of '55. “De-| 
spite the fact that 1955 was a good | 


ing Card Co., Elmira, maker of 
greeting cards, note paper and gift 


year, all things considered,” Mr. wrappings. Wesley Associates, New 
McGraw said, “1956 looks even| York, formerly handled the ac- 


better.” 


Mrs. Swindell Buys Daily 


count. The agency also has been 
named to handle advertising for 
Symonds Farms Inc., Utica, proc- 


The Times, Wilson, N.C., has essor of frozen poultry. 


been purchased by Mrs. Elizabeth | 
G. Swindell, business manager of 


‘Reader's Digest’ Reports 
Circulation Gains 


or in a studio of your choice. 


5. COVERAGE. A yearly cumulative audience that equals 90% 
of the persons in a community over 15 years of age who are 
mentally and physically able to attend theatres. 


More information furnished on request 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


the paper, who assumed manage- | 
\ ment and supervision following the, Reader’s Digest, which had a 1032 Carondelet St. 70 E. 45th St. 
! death last year of the late Herbert) publisher’s circulation statement New Orleans, La. New York, N. Y. 


Brauff, editor-publisher. Mrs.|of 10,361,531 for the second half 3 
Swindell becomes editor and pub-/of 1955, has an interim statement a 
lisher-owner of the daily newspa-/|for the first quarter of ’56 of 11,- = 
per. 002,672. 


MEREDITH Zadeo aud Tdheison STATIONS GF 
affiliated with better Homes and Gardens ana Successful Farming magazines 3 
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Department Store Sales... 


7% Drop Recorded for May 5 Week 


WasuHIncton, May 10—In the 
week ending May 5, department 
store sales across the country ran 
7% behind the same week of 1955, 
the Federal Reserve Board reports. 

For the four weeks ending May 
5, sales showed no change from 
the previous year, and for the year 
to date, they were 2% ahead. 


® Philadelphia was the only FRB 
district to show a gain over 1955 in 
the week ending May 5—5%. All 
the others reported sales running 
behind the similar week of 1955 as 
follows: Boston, 12%; New York, 
5%; Cleveland, 6%; Richmond, 


Department Store 
Sales Barometer 


Change from 1955 


—71% i 


May 5, ’56 


Jan. 1 to 
May 5, 56 | +2% 


Week Ended 


= 
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ONLY PEN 
WITH A BUILT-IN 
SPARE REFILL! 


Now you're ehways ready to write—instently! 


PIGGYBACK PEN—Paper-Mate Co., 
Chicago, is introducing its Paper 


es, 4 4%: A ° 
ay g : %; Atlanta, 6%; Chicago, 9%; St. “vee ‘ 
“ . , : ; . ‘si ‘3%: Stinnenpenis bey : Mate Capri with Piggy-Back refill 
SAY, ‘CHEESE’—Wisconsin’s state nutritionist, Mrs. Joan Hood, gives | Kansas City, 11%: Dallas, 1%, and hey ES —13 in this Life ad June 17 and similar 
Washington girls pointers on cheese as part of their training to be | San Francisco, 9%. Houst ee. 33 y-- ads in other magazines, Sunday 
demonstrators during Wisconsin Cheese Week in Washington. Detailed breakdown for these 12| . San ANLOMIO vecvecvocnnnnee —10 —12| supplements and newspapers. 
- districts are not available for the ro ro a coer +S eps 
May 5 week, but for the two Los Ai . Se 
a - = = s Angeles-Long Beach —1 0 '- 
Dairyland Missionaries) 780" "| EEUSEE" —) vibe tor lis New 
a. estside Los Angeles ..... 0 Hf 
down as follows: Sacramento eee es +46 fe ; Drive for Its New 
ee ee +11 +2 
= = % Change from "55' San Francisco-Oakland .... 15 —4 1 - 
Tell Wisconsin Story sae et ch a 
Federal Reserve Apr. Apr. axkian y —1) CHicaco, May 8—Paper-Mate 
silted Mae . a i District, Area and City a. 87 + $|Co., a subsidiary of Gillette Co., 
( ontinue from age ) sions reache by the department} unrrep sTATESs ................ +1 —8]/ Salt Lake City + 1| will introduce its new Piggy-Back 
convincing one, since Wisconsin |and its agency: Boston District ceccecceccccccee LB) SOMttbe ec ceeccecesmsmnsnnnrsnanen +11] Capri pen May 28 with a $1,000,- 
produces some 47% of all the} A. Success of the program is Metrepelitan Areas Spokane .......... + 11000 eight-week campaign The 
‘ ; oe Sa 7 +2 __ ae um § - — 
Seotatt Wisctahr "thts ts|sast ree Youre evry ceopertng| SeewtwBaue ii tf) Aeumd yh A he 
oug sconsin cheese 1s | past Ms ery coope & Suburban Boston ........... +7 —7|*—Data not available. to have a built-in spare refill. 
the state’s most famous dairy |retailer and distributor has re- COTATI O cess ecseessseeere —4  +14]/1/During April changes from a year ago| The pen is named Piggy-Back 
product—more than 600,000,000 | quested a return of the promo- paw evseusensessucenncseresssscensnecees <3 +13 | reflect in part the fact that last year Easter! pecause one refill “rides” piggy- 
: oa : 7 SEE ceessssnsnunaneercsnsesennes ao + 5) was on April 10 while thi it ae 
Ibs. were produced last year—|tional program to his area. Cur-| yey "Taq 43] April 1. For this reason it is estimated that|Dack atop the other, inside the 
other dairy products are also giv-|rently, the department has about! ities in comparison with last year an allowance | pen. 
en a boost in these out-of-state |five times as many specific re- 0 en +14 +435)/ should be made for a decrease in sales of} Four-color ads will run in 
PrOVIGOMCE cesesssssssccsesnseeessor —13 7| about 4 , 
capalene One ota, cumple cue fr oe Prom eee aw vom ues +++ [sents Seebgrse comus a2 meropalian newspapers and 
is nonfat dry milk solids, whic ’ ' pe el a a figures for the United States. Sunday supplements. Magazine 
has been promoted on a secondary; 8B. Wisconsin is one of the few _o a eae cau ads also will be used, along with 
Sir i cial anata a © cops = oe em ome «| William F. Hoffmann, "iso, 22 29 radio snd net 
and as a primary promotion in . + > - “| work television. 
others. promotions are initiated by the Newark 8... . a . The i in i 
, pens, available in jet black 
commercial association sponsoring} ,“¢™ York +7 +2 Audit Bureau Head ‘ 
. sa xt charcoal grey, flame red and aqua 
® A test promotion of this product a certain product. Because the Ea AT + 2/8 N Y Di t 64 blue, are guaranteed and retail at 
in Toledo in 1955 brought about a nog Re ee pene og in| Philadelphia District ....r @ — 2/4n of, LCS A $1.95. 
of , duri the | 2ature, Ss receiv much more; Metropolitan Areas illi i 
node a oe poston Boog, me ;, {favorably than an out-and-out} Wilmington . +0: : $l ae een Bp, ay aa 
promotion, and six Trenton ..... r—9 -9g | Hoffmann, 64, vp in charge of the|is the agency. 
months later, dry milk sales stilj|©°™mercial venture, the depart-| Lancaster . +12 +45)|New York office of the Audit Bu- 
are 275% higher than the expected |™ent feels. — Philadelphia .............._ f- 3 —2/reau of Circulations, died April 30 Griffith Named Chairman 
normal. During that promotion, c. In addition to the results er sesenvssnveesenesencseessensseanee +2 +°9%!lin Holy Name Hospital, Teaneck, | Ward-Griffith Co., newspaper 
cheese sales also were up 46% over |Shown on sales, the state has) Wives Barre Hasicion 118 23 N. J., as the result of a heart at-|"ePresentative, has appointed Har- 
the same week a year previous.|8ined from the fact that today| 1. ,.1n4 District _—2 —6 tack suffered the week before. ity C. Griffith chairman of the 
While the “week” is being car- | ™0re and more cheese companies | Metropolitan Areas Mr. Hoffmann joined ABC as an| board as well as treasurer. Lee A. 
ried on, the state nutritionists and retailers are labeling cheese_ ye Lexington ........ —l1 + 6 auditor in 1916, after working for Ward will continue as president of 
help boost interest by home eco- - , eo A a seamaity te —— +5 2y3/ Several years in the circulation de-|‘ company. Jack F. Kent, sales 
nomics seminars attended by key | ‘tte more closely with its chief} Cveiand 0 4 1/partment of the old New York | ™anager, has been elected exec vp. 
newspaper food editors, home | Product. Columbus ...... —6 —10| American. He was appointed man-| 7h¢ company also has elected C. C. 
economists in various fields and D. Because of the success of the Springfield ...... +4 -—8lager of the bureau’s New York | Pendray, manager of the Detroit 
educators. “Alice in Dairyland”|Program in recent years, the) foledo ...... —} 3) office in 1920, was named assistant | ffice, and W. I. St. Sure, manager 
makes limited store appearances oa 3 pone - Rc emend Pittsburgh « )~=~ — 4| managing director of the organiza- | of the San Francisco office, vps. 
bs lks” les organiza- Oo use icul-| Wheeling-Steubenville .... 0 +1\/ti in 1 e P 
tat gt aE try ow other | ‘ural marketing services funds to, richmond District . mt —3 in 2986. 939 and was elected @ VP ‘House & Garden’ Names Two 
members of the department's staff |™@tch certain state funds to ex-| Metropolitan Areas He was regarded as a tower of| , 1°use & Garden has appointed 
bef odmehil pand the marketing efforts in ee | th b we ben t J. P. Embich and W. P. Mudgett 
appear : — yp morg ucation | 1955.6 Downtown Washington r—9 —S5 yee y yy , rds of! + its Chicago sales staff. Mr. Em- 
roups to show wha isconsin is es BaltiMoOre cece —= 2 —1/ directors, was a strict enforcer of|,; “ ; ; 
doled as a state to promote its Deis ai-tn , | SE —14| ABC rules and earned a reputation omen oe = heen 
most vital industry. * na - McDowell, director of | Atlanta District ........ ~oww —=6 — 2) for quick decisions and cooperation ious) ; j 
Because the retail food chains the Wisconsin department of agri-| "Sttmingam “""" 4 _g| among circulation managers. /Wnar's New in Home Economict 
are instructed to provide figures | Culture, ; Mi} JaCKSONVINS ooccccececeecesesnon —4 —3 
on sales increases, a tangible evi- se = aware it cannot rest on its Rc we —s = WALTER BUTCHER ‘Parade’ Adds Kapp 
dence of the success of the promo- = s Zz ‘America’s Sarg oy > Sm en gman sia + 6| CLEVELAND, May 8—Walter|_ William K. Kapp, formerly with 
tion is available. ‘ y ee — of baa KKMOXVENE cecccssssesesconoonsnenn —15 *| Butcher, 52, president of Bayless-| Fairchild Publications, has joined 
of © A marketwide Denver promo-| 4) ae aa a theage agent —— Sk Seo NS: —9 —2/Kerr Co., died last Friday of a the New York sales staff of Pa- 
tion in 1954 showed a 48% increase : : a —7 — s|heart ailment at his home in rade. 
>. in cheese sales over the previous | 7UCe mere cheese Gen we esm- hi a | Cleveland Heights 
iB : c SINE inn nanssccnschee -i —- . aes 
ar. The rate of sales for the year | peep io find that almost 95% of Metropolitan Areas *| Associated with Bayless-Kerr 31 ae 
ik rg 4 953 fe | our production must find a market) “Chicago ccc. 42  —8)\years, Mr. Butcher became pres- Ls 
aR: then settled to 9% over 1953. A re-| in areas outside Wisconsin. Indianapolis . me >i = blige of & in 1954. He 
“é peat promotion in Denver in 1955) wrhe only way to find added| Detrolt ececcccwe mee OO — * eae lt ple ped sii 
a showed a sales increase of 18% | ; : MULWAUK CE eccrneeeeenvnernsn —7 +29|had been a vp 16 years. 
: markets is to continue this same Mr. Butch trust: f th 
7 over 1954. wee of high-qualit romotion| St Louls District... me an - Sutcner was a trustee of me 
: ‘ - , q AT Metropolitan Areas |Cleveland Advertising Club, a di-| 
© A special promotion in Little | which will result in demands for! Little Rock —26 +13/rector of the National Industrial 
Rock, Ark., this year resulted in a/|our state’s chief product all over| Louisville ..... —2 —1| Advertisers Assn. and had been! 
tremendous 378% increase in bulk |the nation.” J bong om —% +3) president of the Industrial Mar- 
natural cheese sales over a com-| eo aaa keters of Cleveland. 
parable week of 1955. John Shaw Adds Horlicks; SS Oe ee 
# To maintain the liaison between | Appoints Seaman VP 7 oe +4 + 3% THOMAS J. LISTON | 
the state’s cheese industry and| John W. Shaw Advertising, Chi-| Seleucia . ie $| Rocuester, N. Y., May 8—Thom-| 
: out-of-state promotions, the de-|cago, has been appointed to han-| xansas City District r-1 7/88 J. Liston, 49, advertising and 
= partment keeps fully informed the |dle advertising for Horlicks Corp.,} Metropolitan Areas |sales promotion manager for the | 
cheese companies in Wisconsin | Racine, Wis., producer of Horlicks DOM VER ...--seoreeecseeeses is ccesenneens r+9  —1)Haloid Co., died May 3. ; 
whose products go into national | malted milk powder, tablets, choc- a, vee Ae e| A native of Cleveland, he stu-| 
+ distribution channels. And in the | olate and cocoa. Ken Seitz & As- St. Joseph seo O § ~— 14 died at Columbia University. He! JOHN B. LAKE has been named ad- 
ma cities visited, representatives of|sociates, Milwaukee, formerly han-|  ajpbuquerque ........ +14 «| joined Haloid about ten years | vertising director of the Journal, 
a the Wisconsin companies are al-j|dled the account. Oklahoma City ... +2 + 1\/ago. Mr. Liston was a member of | Elizabeth, N. J. Mr. Lake, former- j 
zo ways contacted and urged to tie in| Shaw also has appointed S. T.|  _TW8® wm +18 6'the Public Relations Society of! oiges . , ' 
y 8 City ly advertising director of the ' 
a with the promotion. |Seaman a vp. Mr. Seaman will) jeonsas City 14 © —1 | America, the Rochester Sales Ex-| 5 Satan te 
me Results of the unique state|continue as an account supervisor Scien Bites _3 7 ecutives Club, Advertising Coun-| agle-Gazette, Lancaster, O., suc- 
a financed program are manifold.|and member of the executive com- | Metropolitan Areas cil and the Rochester Industrial ceeds Fred Rebstock, who has re- 
DallA$ ceriecinernnnnnnmne + 1 —10| Advertisers. tired. 


24 . Here are a few definite conclu- | mittee and plans board. ! 
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‘For me, Advertising Age has 
become ‘must’ reading above all else. ”’ 


Says: Anthony C. DePierro 
Vice President & Media Director 
Lennen & Newell, Inc. 


‘“‘With the tempo of business ever-increasing, 
q there is less and less reading time for keeping 


| abreast of developments. 


‘In my department we select certain media to 

accomplish a specific purpose. To conserve time, and 

as a short-cut to up-to-the-minute information and 

news in the advertising field, I have chosen 

ADVERTISING AGE for my exclusive at-home business 
reading. ADVERTISING AGE is factual, informative, 

. and for me it has become ‘must’ reading above all else.” 


f | 
} Anthony C. DePierro 


Trained to be an accountant, Mr. Del DePierro soon 
found media planning and media analysis much 
more exciting and fascinating than ledger work. 
He now has more than 25 years of media experi- 
ence under his belt. 


After attending New York University, he cut his 
first teeth on media at Gotham Advertising Co., 
where he worked for 10 years. Successive bites of 
media experience came as media director at Paris 
& Peart for five years, at Buchanan Advertising 
Agency for five years, and at Geyer Advertising 


Inc. for four years. In 1952, he came with Mr. 
Newell to Lennan & Newell, Inc. 


Today, Mr. DePierro heads a space-and-time de- 
partment buying over $38,500,000 in advertising a 
year. He is firm in his conviction about the value 
of media and the importance of an agency being 
equipped to give media service in depth. He has 
served as president of the Media Men’s Association. 


Married, and the father of four boys and one girl, 
Mr. DePierro devotes his spare time to fishing, 
photography, gardening and home craftsmanship. 


impottauit to impottiuit people 
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 5-alarm fire! 


Each of Holiday’s past seven issues has set a new 
linage and revenue record for the month! 


Pardon our smoke, but we just can’t seem to put out the Holiday ‘ 
fire! 
The past November, December, January, February, March 
and April issues have been the biggest for these months in Holi- 
day’s ten-year history. Now, for the seventh consecutive month, . 
the biggest May issue of all time! 4 
Of course, there’s a good reason for Holiday’s blazing success. 
People today have more leisure time on their hands than ever 
before—and more cash in hand as well. The one magazine de- 
voted solely to suggesting new, exciting ways to put both to good 
use is Holiday. 
Many of America’s leading advertisers have already discovered 
what a natural (and oh-so-effective) selling medium Holiday is. : 
Why not let Holiday help build a fire under your sales, too? 


Some lucky agency man (or woman) will win this mag- 
nificent 1921 American La France Pumper—complete with 
sturdy oak laddets, siren and hi-fi hand bell. It’s first prize in 
Holiday’s 10th Anniversary match-the-ad-men’s-pictures con- 
test. It will be presented, with appropriate ceremony, in New 
York City soon. Don’t you wish it could be yours? 
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Looking fad New 
Markets Abroad? 


Watch for the June 4th 
issue of Ad Age 


If international advertising 
problems have had you up in 
the air, watch for the June 4 
International Advertising Issue 
of Ad Age. Here you'll find 
down-to-earth information on 
what's what, in the interna- 
tional advertising picture. 


| fact.” 


‘in a position to break even while 
|pushing ahead with expensive 


‘that the CBC establish an en- 


Canadian Broadcasters Err in Asking 
‘Independent’ Regulation: Fowler 


(Continued from Page 3) 
situation. We want partnership in 


es At the final session of Fowler 
commission hearings, CBC got a 
pat on the back from organized 
labor, as the new Canadian Labor 
Congress has asked that the pub- 
licly owned body be maintained as 
“the dominant and _ controlling 
agent” over privately-owned radio 
and tv stations. 

The congress, the last major na- 
tional body to appear before the 
commission at hearings in Ottawa, 
proposed that Parliament give the 
CBC grants on a basis of about 
$40,000,000 a year to start, with 
an increase of some $4,000 a year 
for the next four or five years 
and a review at the end of that 
time. 

The labor organization voiced 
strong opposition to the establish- 
ment of private radio and tv net- 
works and said that on the con- 
trary, private stations should be 
even more closely integrated into 
the national and regional systems 
of the CBC. 

The powerful labor group was 
born only a few weeks ago out of 
the merger of the Canadian Con- 
gress of Labor (CIO) and the 
Trade & Labor Congress (AFL). 


® The labor body’s proposal would 
leave the CBC, now facing a def- 
icit of some $20,000,000 this year, 


television development. 

The congress proposed no funda- 
mental change in the government’s 
basic broadcast policy but asked 


forcement branch to give tighter 
reins on the enforcement of its 
regulations. 

The labor congress’ brief con- 
tained these other points: 


® Monopolies should not be al- 
lowed in any community involv- 


ing the ownership or control of 
newspaper, radio or television fa- 
cilities. Where such monopolies 
exist, they should be broken up. 


® Private stations should be main- 
tained to provide local and com- 
munity services, but only as aux- 
iliary to the nationally owned sys- 
tem. No private networks should 
be authorized. 


® Ownership of “chains” of radio 
or television stations should be) 
prohibited. Where they exist, they | 
should be broken up, providing for | 
private ownership of one radio 
station or one tv station, or one 
pair only of such stations. 


® Fullest possible use should be 
made of radio and tv networks for 
the dissemination of national and 
international news. The CBC) 
should enlarge its news gathering 
facilities abroad. 


® The CBC and private stations 
should employ more Canadian tal- 
ent. 


® Development of tv should not be 
at the expense of radio. The Trans- 
Canada and Dominion networks 
should be maintained and strength- 
ened with better programs where 
possible. 


@ The congress’ recommendations 
on CBC finances came close to 
what the CBC itself suggested in 
its first brief to the commission. 
The CBC said then that it could 
continue its contemplated program 
for tv at a cost of $15 per tv house- 
hold, probably through a license 
fee. 

The labor congress said a statu- 
tory grant for tv should be based 
on this $15 figure, starting with) 
$29,792,000 a year for tv, plus a 
grant for radio, based on $3 per 
radio home, for $11,000,000 at the 
outset. 

Labor’s voice was particularly 
strong on the question of CBC’s 
relationship with private stations. 
Private stations now exist only as 


+ 


42,500 


plus Purchasing Edition 
to 5000 firms—extral 


engineers in electronics & radio 
use it! 


(IRE Members) 


Because its products are divided into 4 sen- 
sible classifications (4 Directories in 1): 


1. Communications Equipment 
2. Component Parts 


With related advertising in each section. 


1956 IRE DIRECTORY 


THE INSTITUTE OF RADIO ENGINEERS 
Adv. Dept., 1475 B’way, New York 36, N. Y. « BR 9-7550 
CHICAGO * CLEVELAND * LOS ANGELES * SAN FRANCISCO 


3. Controls and Instruments 
4. Materials and Services 


Advertising Age, May 14, 1956 
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Holte Fitzhugh Jones 
MARKETING SPECIALISTS—Clarence L. Holte, market specialist of Bat- 
ten, Barton, Durstine & Osborn, New York; H. Naylor Fitzhugh, 
professor of marketing, Howard University, and Norman E. Jones, 
Norman E. Jones Agency, Tampa, were participants in the third 
annual marketing clinic held at Tennessee A. & I. State University. 
Mr. Holte and Mr. Jones are members of the board, and Mr. Fitz- 
hugh is executive secretary of the National Assn. of Market De- 


velopers. 


local entities or auxiliaries to the |All Florida’ Names Mitchell 
CBC and its networks. AM: Opens Miami Office 
connnis is the way we want it to) An Florida, Ocala, weekly sup- 
onthe oa : ,Wa@Y plement carried by 31 Florida daily 
should never be opened for private | and weekly newspapers, has ap- 


networks. : : : 
pr . . pointed Robert A. Mitchell nation- 
The private stations should, if al advertising manager. Mr. Mitch- 


possible, be even more closely in- , 
tegrated into the national and re- SS aoe y oe mo 
gional systems of the CBC.” Cc - oan ~ — 
They should not be allowed to "all ra reg Iso h d 
develop as powerful rivals of the Miami , aties ~y on nn Ay 
CBC, the labor group declared, |U@™ sales office at Re 
| Second Ave. Jack Grant and Ben 


adding that to some extent the : 
le | Leven will cover southern Florida 
CBC had “given them the oppor- ame the Sew elites. 


tunity to do this by failing to 
carry out its responsibilities. 

“They must never be allowed to 
develop into even a semblance of 
equality with the national system,” 
the brief said. 


Oregon Brewer's 
New Label Helps 


Mark Centennial 


(Continued from Page 3) 
during periods of relaxation, with 
emphasis on sports and do-it- 
yourself activities. The same gen- 
eral theme will be followed in tv 
commercials in the “Suzie” pro- 
gram, which is a replay of “Pri- 
vate Secretary.” The theme 
throughout will be, “Time for 
Something Special.” 

All major media will be used, 
with newspapers, outdoor and tv 
bearing the brunt of the continu- 
ing effort, and with spot radio 
used to supplement in specific 
areas or in connection with spe- 
cific promotions. 


Authentic, basic 
information on 
every major trade 
and industry! 


Once you see IM’s Annual 
Market Data & Directory 
Number, June 25th, you'll 
never worry again about get- 
ting basic facts about the 
major trades and industries 
in the U.S. and Canada. It’s 
all there — authentic, com- 


s Blitz Weinhard also sponsors 
radio broadcasts of the Portland 
Beaver ball games in the Pacific 


Coast League on weekdays. (Beer pletely indexed. 
advertising is prohibited on Sun- 
days.) Yours as part of a year’s trial 


The ad program covers all of 
Oregon, western Washington north 
to Aberdeen and Olympia, and 
eastern Washington north as far 
as Spokane, which is a new mar- 
ket opened this year for Blitz 
Weinhard. The promotion also ex- 
tends into eastern Idaho and the 
Boise area. 

(The Oregonian of April 24 car- 
ried a special 12-page section on 
the Blitz Weinhard centennial.) 

Cole & Weber, Portland, is the 


of the IM service. Includes 
monthly copy of IM plus 
annual 556-page MD&DN— 
only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 


Enter my year’s trial for $3. 


ee My money back any time I’m 
‘American Home’ Names Two;|| % satisfied. 
Moves Chicago Office — 
John J. Veronis has been ap- 
pointed eastern advertising man-|| COMPANY 
ager of American Home, directing STREET 
sales operations in the New York 
office. He has been with the mag- ciTY z 
azine four years. American Home state 
also has named James Cummins, 
previously with Curtis Publishing |{ (1 $3 enclosed [ Bill firm () Bill me 


Co., Detroit manager. 

The magazine has moved its 
Chicago office to larger quarters 
in the new Prudential Bldg. 
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» Jurors Assn. 


_ FRANK L. BLAKE 


Lewis Blake, 68, retired advertis- 


Advertising Age, May 14, 1956 


John Borg, Broker, 
Then ‘Accidentally’ a 
Publisher, Dies at 72 


HACKENSACK, N. J., May 8—John 
Borg, 72, board chairman of the 
Bergen Evening Record, only daily 
newspaper in Bergen county, died 
yesterday at his home here after 
a long illness. 

Born in Union Hill, N. J., one of 
seven children, his first job was 
with a stock broker in New York 
as a $4-a-week quotation boy. He 
later became a member of the 
New York Curb Exchange, and by 
the end of 1907 he had earned 
$70,000 on his own investments. He 
started his own brokerage busi- 
ness in 1908, and by 1923, when 
he retired from Wall Street, he 
had amassed a fortune of $3,000,- 
000. That December he turned his 
business over to his three young 
employes, “with no strings at- 
tached,” and retired. 

His entry into the newspaper 
business came about “by accident.” 
As a civic gesture in 1920, he had 
joined a syndicate of eight Hack- 
ensack residents to save the Eve- 
ning Record. In 1922 the corpora- 
tion was reorganized as the Ber- 
gen Evening Record. When Mr. 
Borg retired from Wall Street in 
*23 he decided to take a hand in 
managing the newspaper. 


= Six years later he bought out 
six of the stockholders. In 1930 he 
acquired sole ownership. He served 
as president and publisher until 
Jan. 3, 1949, when he became 
chairman, and his son, Donald G. 
Borg, became publisher. 

Under Mr. Borg’s management 
the paper’s circulation grew from 
4,000 to 40,000 in 1949. It is now 
70,000. Mr. Borg instituted a salary 
bonus-dividend plan for all reg- 
ular employes that gained national 
attention. He engaged in many po- 
litical crusades, became a major 
political factor in the county and 
state and was active in many 
philanthrophies. He was_ also 
founder and for many years pres- 
ident of the Bergen County Grand 


EVANSTON, ILL., May 8—Frank 


ing manager of the Kimberly- 
Clark Corp., Neenah, Wis., died of 
a heart attack here May 3. Mr. 
Blake joined Kimberly-Clark in 
1925 and worked for the company 
until his retirement three years 
ago. Prior to then, Mr. Blake was 
a vp of the old Charles F. W. 
Nichols agency in Chicago. 


NATHAN S. SACHS 

New York, May 8—Nathan S. 
Sachs, 59, president of Sachs 
Quality Stores, died May 6 of a 
heart attack at his home here. 
Born in New York, he was gradu- 
ated from New York University | 
law school in 1917 and practiced | 
law for severgl years before enter- 
ing the business, which was 
founded as a single furniture store 


With the Catholic population 
growing at DOUBLE the rate of 


the CATHOLIC FAMILY 
is LARGER by 29.4% 


For the facts about 
The Catholic Market 
contact 


CATHOLIC NEWSPAPER 
ADVERTISING BUREAU 


Grand Central Terminal Bidg. 
New York 17, New York 
MUrray Hill 6-7671 


by his father, Israel, in 1896. To- 
day the business is a multi-million 
dollar organization with six out- 
lets. 

Under the younger Mr. Sachs’ 
leadership, Sachs Quality Stores 
won three awards of the Freedoms 
Foundation for advocating the 
American way of life in its insti- 
tutional advertising. In 1947, Mr. 
Sachs received an award from the 
National Retail Furniture Assn. as 
the outstanding furniture mer- 
chant of the year. 

Mr. Sachs was a past president 
of that association, the American 
Retail Federation, and the Retail 
Credit Institute of America. He 
was also a former chairman of the 
distribution committee of the Fed- 
eration of Jewish Philanthropies. 


‘Breakfast Club’ Adds Ac’cent 
International Minerals & Chem- 


ical Corp., Chicago, has signed to) 
sponsor a weekly five-minute seg- 
ment of Don McNeill’s “Breakfast 
Club” on behalf of its food flavor- | 
ing, Ac’cent. Batten, Barton, Dur-| 
stine & Osborn is the agency. 


The right way 
to look at 
ATLANTIC 


Take food, for instance, and you'll quickly notice Atlantic City’s 
superiority in year round food sales (totaling $53,844,000). That’s 
New Jersey’s second metropolitan area, and first per family for 


the entire U.S.A. 
Definitely—it pays to look, and leap, into this thriving 140,000 year 
round market. Fortunately it can reached by the one paper 


that really gets into the home—the Atlantic City Press! 
Nothing succeeds like the — 


Atlantic City Press 


Rolland L. Adams, Publisher; Gallagher-DeLisser, Inc., National Representatives 


..» New Jersey’s best 
BIG CITY market 


IS YOUR LUCKY NUMBER 
IN NORTHERN ILLINOIS 


ELGIN COURIER NEWS 


“JOLIET HERALD NEWS — aml 


SAVE >. 


e 3 major Illinois markets purchased with just one order! 
e One lower cost when you buy all 3! Separate line rate is 53c, but all 3 cost only 43'A¢ 
a line — a saving of 18%. 


AURORA BEACON NEWS 18c — flat line rate daily or Sunday 


Circulation — Evening 29,254... Sunday 30,472 


ELGIN COURIER NEWS 1éc flat line rate... Circulation — Evening 21,760 
JOLIET HERALD NEWS 19c flat line rate daily or Sunday 


Circulation — Evening 33,290... Sunday 34,150 


¢ © PL E is NEWSPAPERS 15 “Hometown” Newspapers covering San Diego, 
California — Northern Illinois — Springfield, Illinois - and Greater Los Angeles... Served by the 
COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Abbott Labs Boosts Bird 

Thomas S. Bird has been pro-|Ill., to vp in charge of advertising 
moted from advertising manager | for the export companies. Mr. Bird 
of the export subsidiaries of Ab-| joined the parent company in 1941. 


| bott Laboratories, North Chicago, 


Modern Direct Selling is big! Eight 
to nine billions’ yearly volume big, 
and versatile, too. Few products or 
services aren't suited to it, and a 
big-ticket price makes no differ- 
ence—today’'s Direct Selling Spe- 
cialist can sell anything you can 
sell him. What's the secret of sell- 
ing him? Send today for a free 
copy of ‘The Truiii About Modern 
Direct Selling’ and find out in 
mere minutes of reading time. It's 
most authoritative text on modern 
Direct Selling, filled with facts all 


Authoritative Free Book Discloses 
Secrets of Direct Selling Success 


sales executives and agency ac- 
count men should know. Write for it 
today on business letterhead; learn 
why this powerful distribution force 
adds volume fast, perils no part 
of present over-the-counter retail 
sales, can be tested virtually cost- 
free. Just pin, paste or staple this 
ad to your letterhead and mail to: 
SPECIALTY SALESMAN, The Maga- 
zine of modern Direct Selling; 
Room 812-5, 307 .N. Michigan 
Ave., Chicago 1, Ill. 


Motorola Ltd. to Halt 
Canadian Operations 

Motorola Canada Ltd., Toronto, 
will pack up its Canadian opera- 
tions this summer. Motorola Can- | 
ada has been operating since 1952 | 
and had sales of about $10,000,000 | 
last year. However, the company’s | 
Toronto-leased facilities are no 
longer adequate to develop the 
market, according to the company, 
and rather than build a Canadian | 
plant, Motorola will concentrate | 
on expansion of its U.S. facilities. 


Form Houston Radio-TV Assn. 

Representatives of radio and tv 
stations and agencies which serve 
them have organized the Radio & 
Television Executives Assn. of 
Houston. Officers are John Paul 
Goodwin, partner in Goodwin- 
Dannenbaum Advertising, presi- 
dent; Dave Morris, general man- 
| ager, KNUZ, vp; Jack McGrew. 
|assistant manager, KPRC, KPRC- 
|TV, secretary, and Willard Wal- 
bridge, general manager, KTRK- 
TV, treasurer. 


—— 


“If an advertiser tried to cover the 
Puget Sound country by using 
Seattle newspapers only, it would 
be like living in a house with a big 


hole in the roof.” 


Mr. Miller continues, “The com- 
bined Seattle and Tacoma markets 
include over half the population 


‘ The Tacoma News Tribune 
a7 is represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 
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‘Like aHole in the Roof 
. .. if Tacoma is left off the Ad Schedule” 


. Richard H. Miller, Pacific Northwest representative, 
MONSANTO CHEMICAL COMPANY, Consumer Products Division 


of the state, and account for more 


+ 


than half the 


| 


| 


business in the state. 


In the rich Tacoma market, very 
few Seattle newspapers are circu- 


lated, so the Tacoma News Tribune 


MUST be included, in order to do 
an adequate selling job in Wash- 
ington State.” 
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of Washington State's 


in these two 
important markets 


59.1% 
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FAMOUS ESSO AND ESSO EXTRA AND...COMING 
TO THIS AREA SOON 


vew GOLDEN 
ESSO EXTRA 


ee ae ont ate 
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NOW IT’S THREE—Esso Standard Oil Co. is introducing its new pre- 

mium gasoline—Golden Esso Extra—with newspaper spreads and 

on its radio and tv news programs in six cities—Baltimore, Boston, 

Memphis, New Orleans, New York and Washington. Ads broke May 

3, and the campaign will be accelerated as more markets in the 

company’s 18-state marketing area are added. McCann-Erickson 
is the agency. 


Esso Enters Six 
Cities with New 


Premium Gasoline 


New York, May 9—Esso Stand- 
ard Oil Co. introduced last week 
its new premium _— gasoline— 
Golden Esso Extra—with newspa- 
per ads and announcements on its 
radio and tv news programs in six 
cities—Baltimore, Boston, Mem- 
phis, New Orleans, New York and 
Washington. 

With the new fuel Esso will 
change from a two to a three- 
grade gasoline marketing system 
in the six cities named about June 
20 and expects to extend the new 
system by mid-August to about 
75% of its customers in the 18- 
state area in which Esso products 
are sold. 

Initial advertising will be an- 
nouncements of the new gas in 
newspapers and on radio and tv. It 


|is expected that full scale adver- 
|tising of the new fuel will be in | Foster Advertising Ltd., secretary. 


full swing by mid-August in all | 
markets which Esso services. This | 
will include, in addition to the me- | 
dia mentioned, outdoor, business | 
papers, magazines and direct mail. | 
s Asked to name a sum that the) 
company will spend on promoting | 
its new gas, Stanley C. Hope, Esso | 


president, said that was impossible 
jat this time. 
| “Our annual advertising budget 
'runs between $10,000,000 and $12,- 
000,000. The campaign for Golden 
|Esso Extra will come out of the 
jannual budget for the time being. 
| “Later we will break it down 
and appropriate adequate sums for 
each type of advertising. But for 
the time being, the bulk of our ad- 
vertising will be concentrated on 
the new gas.” 

The agency handling the cam- 
paign is McCann-Erickson. 


Toronto Adclub Elects Harris 
L. G. Harris, Quebec Zone 2 
|Dailies, has been elected presi- 
dent of the Young Men’s Adver- 
tising & Sales Club of Toronto. 
Other officers elected include G. 
M. Howarth, Howarth & Smith 
Monotype Ltd., ist vp; Ralph 
|Picard, Esterbrook Pen Co. of 
|Canada, 2nd vp; George W. Cart- 
|wright, Remington Rand Ltd., 
‘treasurer, and Ross B. Monk, 


TERRITORIAL ENTERPR sp 


City, NEVADA 
Largest Weekly Paper Ip 
The Entire American West 


(ABC Audited — Mos Secartan) 


We Geverthe 
 WACO-TEMPLE 


CENTRAL TEXAS AREA MARKET 
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© 833 ft. tower eMax. power,100 kw. 
@ Channel 6, VHF _ e Full Time 


Representatives: 


NATIONAL: George P. Hollingbery 
TEXAS: Clyde Melville Co., sou” 5 


OWNED AND 


KCEN-TV, 17 S. 3rd, Temple, Texas 
OPERATED BY 


BELL PUBLISHING CO. 
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| BRU-THER!!! — 


| What readership does to a handsome magazine! 


It gives our conscientious production manager nightmares—but 


he’s the only one with a tear to shed over this customary condition of Advertising Requirements 3 
j : AR after it has been in readers’ hands a few days! We've seen them after runs these FULL FEATURE SECTIONS every month: : 
| a week or so’s use—pawed over—pored over and thumb-worn. And Art and Photography Photoengraving and ; 
Z| we're glad, because it shows so dramatically what a valuable working Audio and Visual Aids Platemaking 4 
tool AR has become in its own advertising sphere. Direct Advertising Premiums, Prizes and % 
To anyone who has production, promotion or merchandising prod- Packaging and Labeling Specialties i 
ucts and services to sell to the advertising world, this battered shape Layout and Typography Printing and Binding 3 
is a mighty important piece of evidence. It means tremendous odds Paper Radio and TV Production j 
on an amunesiont’s merenge being: sone, ont thoroughly considered, Signs and Identification Shows and Exhibits a 
by responsive prospects in AR’s circulation. Materials Window and Store Displays 
And when we say “responsive”, we mean responsive. The figures tell « “t 
the omy om than TAP aaguivies mpiad more than 360,000 items and AR Readers come from the heart of advertising: 
services advertised or editorially noted, in its first three years! 7 F ; ; 
Advertising management of national, regional and large retail + 
AR has more than 21,000 monthly readers. They don’t read the advertisers... ; 
magazine for fun—but for useable ideas and methods. These are the Promotion and production management of magazines, new’s- 2 
management people who are interested in the creative processes that papers, business papers, radio and TV stations... 
make advertising work. And their hands are on the purse-strings Production, art and merchandising departments of advertising 
controlling more than $3,000,000,000 spent annually for sales pro- agencies and major advertisers... 


motional and advertising materials and services. 


Advertising in AR is good business — and if you are not é 
already carrying a schedule there, you are missing one 
of the most effective approaches to your market you can find! 


Advertising Requireme 
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This is Anderson, Ind., a town that was founded 
in the war year of 1812. Today, 144 years later, 
things are still booming... only this time it’s 
business! 

Anderson is the busy hub of a prosperous and 
growing trading area, a trading area that reaches 
out to encompass three other “Main Street” 
towns. There are 115,200 people in the area... 
36,200 families. And in 1955, the retail sales vol- 
ume in this trading area reached $132,794,000. 


Who handles this market for you? 


Your men in distribution know that the busi- 
nessmen of Anderson could never permit anyone 
or anything to separate the town of Anderson 
from the countryside which surrounds it. Trade 
center and countryside, it is all one big market 
ry inseparable. 

The men who handle this market for you know 
that the people who work and live throughout the 
entire trading area depend on one another. 
Many share identical interests—worship in the 
same churches, serve on the same school boards, 


T Rivage, 


This Town Started With a War! 


cheer at the same ball games and buy from the 
same merchants. 

But perhaps there is one more fact which will 
be of great interest and help to you and your 
men in distribution in reaching and selling this 
market for all it is worth. So numerous are coun- 
tryside families in the Anderson trading area that 
our Countryside Unit is bought and read in 
more homes in the Anderson trading area than 
any of the seven popular magazines listed below. , 
Here is the latest box score: 


Anderson Trading Area Circulation Figures 


Countryside Unit... ..... =. =. 6131 
Ladies’ Home Journal ...... . 3865 
Better Homes & Gardens ..... . 3803 
ee Gee eee ts a sa Os. 
American Home .......... 93633 
BR SS eae 
EE re 
Good Housekeeping ....... . 2888 
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North, East, 


Throughout the United States there are 
thousands of trade-center towns like Ander- 
son, Ind. Some smaller, some larger... all are 
made prosperous by the countryside trading 
areas which surround them. 


This is the big half of the American mar- 
ket—bigger than all the metropolitan centers, 
bigger than the suburban market. There are 
millions of families here with billions of 
dollars to spend. 


The Countryside Unit is the one and only 
medium edited and published just for 
Countryside families. Now, more than 
5,000,000 Countryside families buy and read 
the Unit. It serves. and sells Countryside 
America as nothing else can. It’s the biggest 
thing in the countryside! 


More than 250 advertisers, large and small, 


Graham Patterson, Publisher 


THE COUNTRYSIDE UNIT 


Published monthly by FARM JOURNAL, Inc., Phila., Pa. 


Subscribed to and read by more than 5 million families 


South, West...It's The Same Story 


now sell through the Countryside Unit.. .it’s 
so profitable in the countryside! 


Four Regional Editions. 


The Countryside Unit is now published in 
four regional editions. 


e When advertisers want national cov- 
erage with one message, they buy all 
four editions. 


e Those advertisers who wish to feature 
different products, or the same products 
in different seasons or in different areas, 
may buy any one or any combination of 
the four editions. 


e And advertisers who do not sell na- 
tionally may now profit through the 
power and economy of the Countryside 
Units regionally—where they sell—with- 
out waste. 


Richard J. Babcock, President 
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te ADVERTISING 
The Only National Comic Weekly a 
a JUST MADE AN WHAT’S WRONG |W NOTHINGS EXCEPT HE SAYS HE HAS AN 
. APPOINTMENT WITH WITH THAT? IMPORTANT BUSINESS APPOINTMENT... ¢ 
. MR. HOPPER OF HOPPER AND YOU KNOW HOW L HATE TO RUSH )j 
s DRUG COMPANY. TELLING PUCK'S READERSHIP STORY.” 4 
% 
Me SO YOU SEE, MR. HOPPER, ] MISS HENSHAW! ) PUCK NOT ONLY GIVES YOU PENETRATION YOU ASK DANIEL STARCHY HE'LL 
ae YOU REALLY GET MORE OUT 4, I'M LEAVING, ¥IN AMERICA'S BIGGEST-SPENDING MARKETS-- / TELL YOU THAT ADS IN PUCK /STEP ON IT, 
OF THE ADVERTISING DOLLAR ] RIGHT NOW! /IT GIVES YOU MORE READERS OF FOUR COLOR )GET MORE THOROUGH READING\_ DRIVER’ 
WHEN YOU USE PUCK... ADVERTISING PER DOLLAR THAN ANY OTHER THAN ADS IN ANY MASS WEEKLY... 
= MAJOR PUBLICATION.” 
A Ty TAXIf £ 
ne. 
fo Vs 4 Yy % , 
A fl / Ww 7 : 
—ee” / — =o -_ 
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JUST LISTEN TO THIS/ IN EVERY CASE, PUCK READER-PER-DOLLAR 
PUCK COMPARED MATCHED | DELIVERY WAS MUCH GREATERS IN SOME CASES}| CHANGED THE READERSHIP OF 
COPY APPEARING IN PUCK < THREES FOUR EVEN FIVE TIMES AS GREAT! 
; AND TWO TYPICAL LEADING . — 
: CONSUMER MAGAZINES... ‘= 


iN ‘ 
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aa 


mn 


IN AMERICA READ COMICS’ AND 
PRACTICALLY ALL THE KIDS’ 


DON'T FORGET-- 7 OUT OF 10 ADULTS 


/ AND WITH COMPETITION © 
GETTING STIFFER ALL THE 


SO YOU SEE MY POINT, 
MR. HOPPER? WITH ADVERTISING 
COSTS THE WAY THEY ARE TODAY... 


a 


+ 


@ aby, 


WELL, MR. HOPPER-- ) 4 / ER... DEAR FRANK... SEEM 


WHAT DO YOU SAY? TO BE IN HONG KONG... =~ 
cer — PLEASE SEND MONEY... iN 
"| 
: 5 op 
2 ay a | a 


SOUNDS GOOD TO 
ME, SON? T'LL PLACE A — 6 6—|lUe 
SCHEDULE FIRST THING a waz 
WHEN I GET BACK’ eo 


Get the Facts on PUCK Today — complete sry of how Sundey the nation, Find out how PUCK, Raw THE COMICWEEKIY 


7 ‘The Greatest Buy in Print Med 


comics affected America’s The Comic W its Affili- 
’ aE EEE: alee Senden Geicses cate o AND ITS AFFILIATED SUNDAY COMIC SECTIONS 
la its. Or write for “America Reads mass audience at lowest possible 63 Vesey Street, New York 7, N.Y. 

the Comics” for the documented cost. Hearst Bldg., Chicago 6, Ill. « Hearst Bldg., San Francisco, Calif. 
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Feature Section 


Advertising Age 


Repeats—and How They Rate 


C. M. Studies Some Competitors 


Weiss—on Stock Ownership 
Put Story in the Headline: Woolf 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Study Indicates Effective Magazine Ad May Be 
Repeated Without Loss of Readership 


ership information on the repeat adver- 


By Steuart Henderson Britt 
Vice-President and Director of Research, 
Needham, Louis & Brorby, Chicago 


Should an effective magazine adver- 
tisement be repeated? 

In an attempt to answer this provoca- 
tive question, the research department of 
Needham, Louis & Brorby made a study 
of magazine advertisements in 13 leading 
consumer publications, covering the peri- 
od from Jan. 1, 1953 to the fall of 1954. 

What we wanted to know can be put, 
briefly, about as follows: 

When the same campaign with identi- 
cal theme or keynote idea has been run- 
ning for a long time, it sometimes hap- 
pens that a change is suggested for the 
sake of change. 

Faced with the alternative of continu- 
ing the current campaign or of substitut- 
ing a new campaign, an advertiser must 
ask himself two questions: How effective 
is the current campaign? How much more 
effective is the proposed new campaign 
likely to be? 


= Let’s assume there is evidence that the 
campaign is doing a good job. The key- 
note idea seems to click with consumers 
and the trade alike. Artwork is eye- 
appealing. Headlines and copy encourage 
readership. With the exception of a rou- 
tine desire for “something new, something 
fresh,” there seems to be no reason for a 
change. 

Moreover, is there any reason why an 
effective magazine advertisement devel- 
oped during this campaign should not be 
repeated one or more times during the 
life of the campaign—often in the same 
magazine or supplement in which it orig- 
inally appeared? 

Many national advertisers publish 
identical advertisements, usually timed to 
appear about the same time, in a number 
of magazines. This, of course, is one form 
of repeating advertisements, but it is 
never thought of that way. Also, small- 
space advertisers frequently repeat ad- 
vertisements—even hundreds of times. 
However, for the purpose of this study, 
only half-page advertisements or larger 
in four colors and full-page advertise- 
ments in b&w or color were considered. 
We found four examples of two-page 
spreads that were repeated. 


= Among the 13 test publications, our 
study showed 71 advertisers who repeated 
186 sets of identical advertisements in the 
same magazine or magazine supplement 
during the period we surveyed. When we 
analyzed the advertisements for length 
of copy, we found no marked pattern. 
Some had long copy and some had short 
copy. But most of them had what we 
term “ordinary length” copy. 

More advertisers, we found, using 


weekly publications repeated the identical 
advertisement after four weeks than re- 
peated at any other time interval. Of those 
advertisers using monthly magazines, 
more repeated the same advertisement the 
following month than at any other time 


Although the question of how wise it is to repeat advertisements is under al- 
most constant discussion, relatively little valid statistical data is available to 
bolster an argument on either side. Hence we are pleased to report these find- 
ings of a study made by the research department of Needham, Louis & Brorby. 
in which readership scores on more than 100 identical advertisements repeated 


in the same magazine were compared. 


cluded in the study. 


Product Size Color 
Se 1P 2c 
Canned Meat .............cccccceeee % P 4c 
RE 1P 4c 
oe 1P B&W 
EES ES %P 4C 
IE: © cecciccniiominictiinhainiags 1P 4c 


was higher than the first. 


How Typical Ads Fared When 
Rerun in Same Publication 


The following identical advertisements which appeared two or more 
times in the same magazine or magazine supplement showed no ap- 
preciable change in reader notice (three percentage points or less) 
when they were rerun. They are typical of the product categories in- 


The following identical advertisements which appeared two or more 
times in the same magazine or magazine supplement showed an ap- 
preciable change in reader notice (four percentage points or more) 
when they were rerun. Note that in some instances the later rating 


Starch Readership 


Dates Noted 
Appeared Men Women 
Jan. 3, 1954 32% 38% 

Jan. 24, 1954 33 36 
May 2, 1954 23 37 
July 25, 1954 21 38 
April 16, 1954 36 20 
July 9, 1954 34 23 
March 21, 1954 W 23 
Moy 23, 1954 W 22 
Sept. 19, 1954 iB 22 
March 7, 1954 18 29 
Aug. 8, 1954 19 31 
Jan. 11, 1953 28 52 
June 28, 1953 26 53 


Food %P 4c Feb. 14, 1954 25 41 
April 18, 1954 16 35 

Soap ve P 4c July 25, 1954 10 28 
Aug. 22, 1954 16 37 

Whisky Gnd .......ccccccsessseseees ’P 4c Feb. 7, 1953 32 29 
Ginger Ale March 14, 1953 26 25 
April 25, 1953 35 21 

June 13, 1953 31 15 

eet caiesctrcecessiittenisntiinn wpe 2C . March 1, 1953 14 16 
March 29, 1953 9 13 

April 19, 1953 7 16 

May 24, 1953 5 16 

June 14, 1953 W 7 

July 19, 1953 8 14 

Aug. 16, 1953 12 17 

GEIB csccercncensesicncinrenns ‘%P 4C June 20, 1954 2 26 
July 11, 1954 6 31 

CORIOS: ccrnnntincnereensicni . 1 P 4C June 13, 1953 48 58 
July 25, 1953 61 69 

interval. $1,450 to $7,600 in the cost of engrav- 


Savings in costs to the advertiser were 
found to be substantial. Depending, of 
course, upon the size and color of the 
advertisement, we listed savings from 


ings, typography, electrotyping and art 
changes each time an identical advertise- 
ment is repeated. 

When we studied the available read- 


tisements, it was found they compare 
very favorably with readership of their 
first appearance. Our readership study 
was based on Starch reports that gave 
information on men for 90 sets of adver- 
tisements and on women for 112 sets. 

The advertisements we examined rep- 
resented 29 different types of products 
ranging from cigarets and whisky through 
greeting cards, rubber footwear, sterling 
silver and insurance. There were 106 dif- 
ferent products tabulated. 

The repeat frequency ranged from 144 
sets that ran only twice to one that ap- 
peared 13 times in the same monthly 
magazine. We found 23 sets that ran three 
times, nine sets that ran four times and 
10 sets that were used five or more times. 
Nine sets of identical advertisements not 
only repeated in the same magazine but 
repeated in another publication as well. 


= We found a high degree of correlation 
when we compared readership of the 
original insertion of each advertisement 
(Starch “noted” basis) compared to the 
readership of each advertisement the sec- 
ond time. That is, on the average, the 
second appearance of the advertisement 
had a tendency to rate about the same as 
the original appearance. 

This high degree of correlation tends to 
hold true both for men readership and for 
women readership. 

If the original insertion of the adver- 
tisement rated high, on the average so 
did the same advertisement when it was 
repeated. If the original advertisement 
rated low, the tendency was for the same 
advertisement to rate low when it was re- 
scheduled. 


@ The case of a soap advertisement pre- 
sents a good example. During the course 
of a year, the same advertisement was 
used four times, spaced at approximately 
three months apart in a weekly supple- 
ment. According to Starch, the advertise- 
ment was “noted” by 66% of women 
readers the first time it ran. In following 
insertions, it was “noted” by a decreas- 
ing percentage of women readers, but 
wound up with a rating of 61% the last 
time it appeared. 

In some instances higher readership 
was reported on repeat insertions than 
was found for the original insertion. 

When we had completed our study, we 
compared our tindings with those in a 
study published by a committee of the 
National Industrial Advertisers Assn. in 
1947. The committee examined various 
cycles of repeated advertisements in two 
business papers—one a weekly and the 
other a monthly. In essence the two 
studies showed similar findings. 


s In general, our study indicates that: 

Consumer advertisements are currently 
being repeated by many advertisers. 

The majority of these are rerun within 
a perfod of one month. 

Production and art cost savings may 
be relatively significant to the adver- 
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Estimated Costs of Production 


for a ‘Typical’ Magazine Ad 


All the costs shown here were estimated by the production and art 
departments of Needham, Louis & Brorby. These costs could be con- 
siderabiy higher or somewhat lower, but they are thought to be rea- 
sonably typical of production costs. 


cOsTS 
Engraving 
Typography Total 
Electrotyping Art Production 
$3,600 $7,600 
2,000 2,850 
2,800 4,800 
1,800 2,400 
| ee 400 1,800 2,200 
% Page 
Se SE hdiiiertthntessctnndyeiebinnenestcenietantiitdenniee 1,800 2,800 4,600 
AIA EIIEED - schesinntuisnnnintnintainsbitnieentenintiiotaton 500 1,800 2,300 
BNE, Uatsagilcssace. dick eodlnchstiehiajcbclsedernsbctbidionen 300 1,800 2,100 
Y Page 
PN GY Sidenttanvaioriniccninnerserctsineemntinntnns 1,700 2,400 4,100 
EEE SO 2 ee ee NE 500 1,200 1,700 
I atintemtdiakiatitainlacetamncenireentans 250 1,200 1,450 


tiser. 

Repeated identical advertisements may 
achieve readership comparable to orig- 
inal readership figures. 

So it all boils down to this in our 
minds: When an advertiser is faced with 


the “change or not to change” question, 
there’s strong evidence that repetition of 
identical advertisements, prepared for the 
current going and successful campaign, 
may be a much better solution than 
mere change just for the sake of change. 


Looking at Radio and Television ... 


Better Programs Are Needed 


By the Eye and Ear Man 

There is a surprising shortage of new 
television properties this year. Advertis- 
ers, faced with program fatigue and a 
whole new problem with the ascendancy 
of ABC, are puzzled as to whether to go 
on another year with their incumbents 
or to settle for a second-rate replacement. 

It is true that many pilot films are 
made and few are chosen. This year Eng- 
land will supply the market with more 
new shows for several reasons: (1) the 
rise of “Robin Hood” to the top ten ranks 
has proved that good tv films can be made 
in England; (2) in order to supply the new 
British commercial tv, many films were 
made which can be sold ai low prices to 
the American and Canadian markets; (3) 
the reason film series were made was that 
a labor agreement limits the use of non- 
British films to 20%; and (4) the reason 
the films are cheap is that the cost of 
making tv films in England is about 
33%4,% cheaper than here and even that 
cost is underwritten by first run in Eng- 
land. 

Unfortunately, for the most part, the 
British product is inferior, although the 
new pilots show much promise. 


® Other countries, such as Italy, Mexico, 
Spain, Africa and France, have produced 
a trickle of new pilots, but none, so far, is 
good enough in prospectus to go network. 
Sheldon Reynolds, who pioneered in 
European product with “Foreign In- 
trigue,” is supplying more continental 
product, but again, not yet for the big 
league. 

So much for the foreign contribution. 
What’s the matter with Hollywood, New 
York and other domestic meccas of ideas? 
For one thing it’s money. So many pilots 
were made, at an estimated average cost 
of $50,000 each, that financial backers are 
afraid of the risk. Almost no tv program 
is sold from paper, and the costs go up 
every day that a producer plans a sample 
film. Since few clients or agencies are 
willing to finance a series that sounds 


possible, most successful development 
comes from networks with the hope of 
complete programming control and pack- 
agers plowing back profit from success- 
ful shows into new shows. 

The next group comes from actors who 
are financing series in which they are 
starred or talent agencies finding vehicles 
for their talent. Some writers, too, seek- 
ing capital gains, have incorporated to 
produce their own product. 


® But the man with the new idea is the 
last one in. In radio a few thousand dol- 
lars would buy an elaborate audition for 
the new idea. In tv_it wouldn’t even get 
the scripts out of mimeo. How then can 
new material be found to replace the 
many rapidly failing tv standards? 


1. Agency Development Funds 

Formerly agencies could rely on the tv 
market to supply good material with the 
backer putting up the risk capital and 
gaining profits or taking losses. Since this 
material is drying up, agencies controlling 
or occupying important franchises have 
got to hire creative men to beat the bushes 
and turn up fresh new ideas and actually 
finance their development. The cases of 
control or 100% ownership of franchises 
are, of course, rare but extremely valu- 
able. Client pressure in these instances 
to get better properties is mounting. 


2. Talent Development Funds 

The actors’, writers’, and technicians’ 
unions are getting adequate capital to 
help themselves. There is no reason why 
they cannot cooperate to encourage de- 
velopment of new shows. Actually, by 
donating services, the cost will be less 
than any other way and the profits rela- 
tively greater. 
3. Magnetic Tape 

The advent of magnetic tape promises 
much. Not the least of this promise is the 
ability to make pilots of new shows at 
very reasonable costs. There will then be 
sufficient experimentation by all interest- 
ed parties. Color will compound the prob- 
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The Creative Man’‘s Corner... 


calories.” 


ings. 


All-Purpose oil is added to the mix. 


‘Golden ” Manala Ol) makes fried foods light foods 
- reduces ee 


Three Competitors 


How do you sell one brand of cooking oil against another? These three ads 
provide three interesting examples of how three different manufacturers try. 


® Mazola says it makes “fried foods light foods” and reduces “frying pan 
In other words, Mazola sells digestibility and hitches on, at the 
same time, to today’s popular low-calorie theme. 


® Wesson overlooks the low-calorie tie-up, but also plugs digestibility and— 


just like Mazola—points out that it doesn’t smoke or burn like solid shorten- 


® Kraft promotes a completely new idea—greater tenderness and moistness 
for cake-mix cakes and a promise they will stay fresh days longer if Kraft’s 


ia ee 


Just add 4 cup Kraft All Purpose Oil 
to your favorite cake mix 


and for salad dressing. 


in general? 


even more tendemessil 
and moistness for your 
cake-mix cakes! And they 
stay fresh days longer! 


We find the Kraft appeal the most intriguing of the three. However, while 
we admit the cake-mix market is a tremendous market, and that this idea will 
undoubtedly get Kraft’s All-Purpose oil into many a home, we wonder why 
this two-page spread did not also suggest the oil for other cooking purposes 


We wonder, too, as far as Mazola is concerned, why—when the copy stresses 
“lightness”—the layout doesn’t use more white space and a more delicate 
signature to give the impression of lightness. 

We wonder still further if each of these three ads doesn’t suffer from being 
too deeply steeped in the food advertising tradition of claims-plus-recipe with 
no effort whatsoever made to build a favorable brand image. Can it be that 
food copywriters have become so specialized and ingrown they remain un- 
touched by some of the revolutionary movements taking place in advertising 


lem of new material sharply unless mag- 
netic tape can supply the color product. 

So much for the future. This year 
brought Phil Silvers, “Robin Hood,” and 
The $64,000 Question. So far there is little 
evidence that the coming season will 
duplicate even that paucity of success. 
More mediocre run-of-the-mill programs 
are indicated. 

This year still has the frenzied vendors 
coming in with last-minute material, al- 
though March is the month of decision 
for many fall properties. Perhaps the last- 


minute entries will be more promising. 

The days of the novelty of tv and the 
little anthologies are over. Competition is 
keener and rising costs make it essential 
to do better than the competition. There 
is no place for complacency or letting 
somebody else do it. Agencies and clients 
must agitate, urge, and financially sup- 
port experimentation. The boat may have 
sailed so far as this year is concerned, 
but next year the chips will be down. 
There must be better programs—and in 
color. 
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This is a little 5-inch, black 
and white unit from a wom- 
en’s service. magazine. Run 
12 times it will cost some 
food advertiser almost $21,- 
500...hardly give him 
working-space for any more 
display than this. If a top- 
rated half-page stops only one 
out of every four readers in 
this magazine, what can poor 
little junior do? 


to women ? 


es 


This is a half page in 2 colors from 
True Confessions. Run 10 times it 
costs you $19,760, leaves you over 
$1,600 towards your production 
budget. It gives you 3 times the im- 
pact, no advertising competition on 

the same page, 35 square inches of Le, 
generous space for product picture, 
colored package identification, reci- 
pes, and sell, plus... more young 
married women 18 to 25 per dollar 
(in their brand-habit-forming years) 
... more households with youngsters 
under 5 per dollar, than any other 
magazine ...a place at mealtime with 
America’s fastest growing market, the 
“Middle Millions.” 
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Salesense in Advertising ... 


State Your Case in the Headline 


By James D. Woolf 
Advertising Consultant 


Walter O’Meara makes a declaration in 
AA (issue of April 16) with which I 
agree wholly. He says : “Despite the rare- 
fied heights to which copy discussions 
have lately soared...J still think an ad- 
vertisement should—in 
unmistakable terms— 
tell the reader what it 
is about.” He goes fur- 
ther and suggests that, 
best of all, an adver- 
tisement should state 
its case in the head- 
line. 

It has long been my 
contention that adver- 
tisements should be 
discriminating. The discriminatory adver- 
tisement is one that tells the reader— 
clearly and immediately—what it is all 
about. 

Few products above the bread-and- 
butter level are universal in their appeal, 
hence few products can be everything to 
everybody. The first thing an ad must do, 
in my opinion, is to capture the atten- 
tion and interest of logical prospects. On 
any given day, at any given hour, in any 
given publication, only a very small per- 
centage of readers is in the market for 
discriminate products. In many instances 
a 5% readership of a discriminate adver- 
tisement by interested people—people 
with a problem or a need for your kind 
of product—will do you more sales good 
than a 30% rating earned by an enter- 
tainment device. 


James D. Woolf 


= Consider, for example, electric shavers. 
How many readers of Life use them? 
How many of these users have trouble 
shaving when their faces are moist with 
oil and perspiration—200,000? 500,000?— 
a million, maybe? I have no idea, but let’s 
say that one million of Life’s 26,000,000 
readers have oil-and-perspiration trouble 
when they shave electrically. 

Now if you have a product that removes 
oil and perspiration—a special formula 
that “stands each whisker at attention” 
so that electric shavers “can remove it 
faster and cleaner”’—shouldn’t your head- 
line and illustration be aimed directly 
and clearly at this select group of one 
million logical prospects? Admittedly, 
such a direct and open approach will fail 
to grab the attention of the remaining 
25,000,000 Life readers who don’t use 
electric shavers, but so what? You can’t 
sell straw hats to Eskimos. 

I don’t say that the Kings Men page, 
shown here, is either good or bad. I say 
simply that I do not understand the rea- 
soning behind it. In it is not a single 
element, except in fine print, that is like- 


Employe Communications... 
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ly to flag the attention of the reader who 
shaves electrically. What is being served 
to the dragon-slayer by his man? A nog- 
gin of rum? A shot of Old Grandpappy? 
Or, perhaps, smelling salts? 


@ Very possibly this page will out- 
Starch the Williams ad on “noted” five to 
one, and maybe the Williams “read most” 
rating will be only 4%, but remember 
that this 4% represents 1,000,000 users of 
electric shavers. 

Emphatically I go along with Walter 
O’Meara that “an advertisement should 
state its case in the headline.” 


Headaches for the Expanding Concern 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Management officials have acquired 
great skills in managing mergers, arrang- 
ing for the movement of machinery and 
equipment and consolidating production 
for greater efficiency. About the disloca- 
tion of men they still have much to learn. 

A few years ago, during its epidemic 
of diversification, a large manufacturing 
concern acquired ownership of a smaller 
company. The employes of the latter 
learned of the change of employer through 


a crisp and undetailed announcement on 
the bulletin boards, and in a garbled 
translation in the newspapers that eve- 
ning. 


® The hired hands of the acquired com- 
pany were caught in a maelstrom of ru- 
mor: The plant would be closed; the 
plant would be moved; the layoffs were 
about to begin. A tardy, fence-straddling 
communique from the new headquarters 
did nothing to calm the nerves of the 
agitated personnel. 

Soon the top administrative posts be- 
gan to be taken over by headquarters men. 


Many in the acquired company, with 
years of service and acknowledged skills, 
were by-passed. It took two years for 
the first promotion to be made from 
among the acquired plant’s personnel. By 
that time, the best talent in the acquired 
company had gone; one by one its top 
engineers and other desirable craftsmen 
had been won away by concerns in the 
area. They had concluded that their job 
security under the new management was 
not too promising and—lacking any as- 
surance to the contrary—they had slowly 
and quietly disaffiliated. Recruiting talent 
in an area already in short supply and 
hostile to the stranger company was—and 
still is—rough. 

An anonymous but highly dependable 
estimate of the cost of this managerial 
boner is $75,000, and the toll mounts. 
If this concern had had any skill in com- 
municating with people, it would have 
prevented an almost mass exodus of its 
abler personnel through the simple meth- 
od of letting people know the score. In- 
stead the management elected to turn its 
communications over to the grapevine and 
discovered, to its dismay and greater 
financial pain, that the grapevine was 
no ally. 


On the Merchandising Front... 


Advertising Age, May 14, 1956 


This is no rare example of a costly 
management bobble in the field of em- 
ploye communication. It isn’t even spec- 
tacular. Managements pull boners of these 
costly dimensions every day of the week. 

Employe communications experts have 
long since concluded that, if you want to 
jab management in its tenderest area, 
aim for the pocketbook. To them, it is 
as plain and as simple and as obvious as 
that. Day in and day out, the greenhorns 
of communication plead before their man- 
agements for the rich and beautiful com- 
munications device, for the glorious public 
relations program that will earn them a 
few fleeting lines in the local tageblatts, 
or for a lot of miscellaneous publicity 
gimmicks that won’t punch even the 
penny key on the company’s cash regis- 
ter. 

Management responds most promptly 
to menace. The company with a strike on 
its horizon is much more communications- 
minded than the company where the 
strike menace has just passed. 

If you want to sell management an 
employe communications program, start 
by showing not what it has to gain, but 
by defining in the bluntest terms precise- 
ly what it stands to lose without it. 


Widespread Corporate Stock Ownership 
As a Good Will Builder 


By E. B. Weiss 

Will more Fords be sold in 1956 than 
would have been sold if Ford common 
stock had not been purchased by some 
300,000 new investors in that corporation? 

At the moment I write this, the fabu- 
lously-heralded Ford 
stock was selling in the 
open market at almost 
10 points below its is- 
suance price—a drop, 
roughly, of some 15%. 
And for those who 
bought it during the 
first few days after its 
initial offering, and 
who paid somewhere 
between the offering 
price and as high as 71, I believe, the 
percentage drop has been even more pre- 
cipitous. 

Now I understand clearly that by the 
time this is published, Ford common may 
be flirting with its issuance price (al- 
though I doubt it). I think the chances 
favor the conclusion that, for most of the 
peak-selling season for Ford cars, Ford 
common will be quoted in the market 
under its price of issue. And, if cut-backs 
in auto production announced in mid- 
April should continue (whether or not 
they occur at Ford), the stock may go 
back to its low point (if it should rise 
temporarily) or perhaps go through that 
low point. 


E. B. Weiss 


= However, I am not setting out to write 
a market forecast; I wouldn’t if I could 
—and I can’t! 

What I am raising here is a question 
concerning the value of wide-spread own- 
ership of corporate stock (which means 
selling stock to an army of economic il- 
literates) as a public relations technique 
for building good will for a corporation; 
good will that will be specifically and 
traceably translated into additional sales 
volume. 

There is little reason to question that 
General Motors has been helped, during 
the last four or five years, by the wide- 
spread ownership of its equity securities. 
Much the same must be true of other 
“blue chip” corporations whose common 


stocks have achieved a wide distribution 
during the life of this amazingly long- 
lived bull market. 


® But bull markets, I’m told, have yet 
to be perpetuated. I noted that when 
Chairman Martin of the Federal Reserve 
Board appeared before a congressional 
committee early this year he strongly 
ridiculed the contention that this country 
could not again go through a pretty severe 
recession. There were no ifs or buts about 
his insistence on this point; he apparently 
attached little significance to the so-called 
“safeguards” built into our economy. 

I rather doubt that this country will go 
through any sort of really measurable 
economic recession and simultaneously 
witness for long a continuation of the bull 
market in securities. Thus, if Chairman 
Martin is correct in his implied prophecy 
that our economy will tumble some day, 
for some reason or set of reasons, then it 
would appear reasonable to conclude that 
equities will do a bit of tumbling of their 
own. 

In this connection, I rather doubt that 
at that time the big holders of securities 
will be exclusively holding that bag. That 
is as improbable as a perpetuated bull 
market. Consequently, it may be safe to 
reason that a sizable percentage of equi- 
ties will be owned at peak prices by the 
small and medium investor (actually, the 
small odd-lot buyer is seldom an investor; 
he tends much more to be a specu tor 
and strictly a one-way speculator!). 


® Therefore, if and when this bull marke 
is punctured, I reason that some million 
of small investors who, in total, will b 
important consuming factors for the mer 
chandise made by the corporations who. 
securities they own, will rather suddenly 
find that they have “paper” losses. 

Now that term “paper” loss may really 
mean what it says when contemplated by 
the large investor or the seasoned specu- 
lator. But to the small holder of corporate 
securities there is no such thing in his fi- 
nancial philosophy as a “paper” loss. Each 
point of decline in the market quotation 
of his security or securities is a tangible 
loss that hurts; he’s out of pocket in his 
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estimation, and make no mistake about 
that! 

Moreover, he is also more than apt to 
be out of countenance and he probably 
will be inclined especially to frown at the 
corporation whose stock he owns, precise- 
ly as I am sure that some thousands of 
once-jubilant owners of Ford stock are 
(at this moment) frowning at Ford. A 
frown, even in this topsy-turvy world, 
still betokens ill will. And it was good 
will that these corporations sought when 
they made their stock splits, etc., in their 
campaigns to broaden the ownership of 
their equities. 

Now if a paper loss can cause ill will, 
I should imagine that an actual loss, in- 
curred when a stock is sold below its 
purchase price, adds its mite to that ill 
will. (In this connection, I imagine that 
those small holders of Ford stock who 
bought in the middle or upper 60s and 
who sold in the middle or upper 50s are, 
shall I say, a bit piqued at the Ford Mo- 
tor Co.) 

I am leaving aside what happens to the 
merchandise-buying enthusiasm of the 
small holder of corporate securities when 
those equities drop below his purchase 
price. This is another subject entirely, 
but, I might add, an extremely important 
and yet-to-be-tested element in this 
whole business of wide ownership of cor- 


The Cliche Expert on 


By Owen E. Lyons 
Advertising Manager, Marathon Corp., 
Menasha, Wis. 

(With apologies to Frank Sullivan) 


Q. As association secretary, you plan the 
national conventions for your associa- 
tion, Mr. Arbuthnot? 

- I do. 

Where do you hold your conventions? 
In romantic New Orleans, dynamic 

Dallas, cosmopolitan San Francisco, in- 
teresting Chicago, miraculous Miami, 
mighty New York. We hold them in 

cities that all roads lead to. 

You plan the convention program also? 

Yes, indeed. 

What kind of a program do you plan? 
A potent program. Practical. Full of 

down-to-earth, usable help. 

. Packed with ideas? 

. No. Jam-packed with ideas. A program 
that’s made-to-order to meet today’s 
tough competitive battle. A program 
you and other top executives of your 
company will certainly want to partic- 
ipate in. 

Q. What kind of speakers appear on your 

programs? 

A. Inspiring speakers. Distinguished 
speakers. Well-equipped-by-experience 
speakers. Speakers no one can afford to 
miss, except that quite a few do miss 
hearing them. 

. Why do they miss, Mr. Arbuthnot? 
They are tired after the Past Presi- 

dents’ Twilight Reception, the Moon- 

light Excursion on the old sidewheeler 

Natchez and getting up at six o’clock 

for the daily Sleepy Head Breakfast 

Meeting. 

. So some members rest? 

. Oh, no. Their wives get them up for 
the bus ride through Chinatown, the 
walking tour of the French Quarter, 
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porate equities. (My own conclusion is 
that it will serve to grease a downward 
slide.) 

The point I am making is that wide- 
spread ownership of a corporation’s se- 
curities unquestionably builds good will in 
a strongly rising stock market. But if, and 
when a strong decline sets in, I suspect 
that ill will rises somewhat faster than 
the stock, itself, declines. 


® As for the Ford stock sale—because of 
the remarkable advance notices it got, 
because so many people had hoped for 
so long that they could share in the Ford 
“bonanza,” because it did have a prompt 
(if short and not quite as large as freely 
predicted) run-up, because it was placed 
with several hundred thousand small-in- 
come families, and because (in my hum- 
ble opinion) it was over-priced when is- 
sued—I think a whale of a lot of ill will 
has been created among the original buy- 
ers and that this has rippled out to rela- 
tives and friends as a result of their 
back-lawn conversations. I doubt that 
Ford’s 1956 model sales will be aided by 
what I consider to have been a smart fi- 
nancial deal but an ill-advised and ill- 
timed public relations concept. 

And I doubt that a couple of tv spec- 
taculars will change that ill will to good 
will! 


National Conventions 


shopping at Field’s, Neiman-Marcus 
and Gump’s and the style show lunch- 
eon staged by the Women’s Entertain- 
ment Committee in the Bob-O-Link 
Room. 

Q. Your convention program consists 
principally of speeches and reports? 
A. No, indeed. We have shirt sleeve ses- 
sions. We get down to brass tacks. We 
trade know-how. See my jacket 

sleeves? 

Q. What caused those holes, Mr. Arbuth- 

not? | 

A. Rubbing elbows caused it. Rubbing 

elbows with others in my business at 
our convention sessions. We have open 
and free discussions. We smoke things 
out. We pull no punches. We get the 
benefit. 

Q. The benefit? 

A. Yes. The benefit of the thinking of the 
other fellow which helps us meet 
changing business conditions. 

. You also arrange hotel reservations? 

. Yes. Make them now if you haven’t al- 
ready done so. See the card attached. 
Rooms will be at a premium. Cabana 
twenty dollars extra.... What rhymes 
with “eight”? 

. Eight? 

. Yes. How do you like: “The Plans Are 
Great for 58?” Our slogan man works 
two years ahead. 


Q. You are planning your 1958 Conven- 
tion now? 

A. We are planning a potent program. 
Practical. Full of down-to-earth usable 
help. Jam-packed with ideas. A pro- 
gram that’s made-to-order for 1958’s 
tough competitive battle. A program 
you and other top executives of your 
company. 


» © 


» © 


© 


. Thank you, Mr. Arbuthnot. 
A. Thank you. 


the RUG MART. 
This week's special offering: 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


We have occasionally shown an ad here 
which we have directly reproached a 
newspaper for accepting. An ad so bad 
on the face of it, so specious, or so dis- 
honest, as to immediately disqualify it 
as a legitimate approach to the public. 

This is another, clipped in New York, 
from perhaps the last paper in which you 
would expect to find such an ad. It seems 
inconsistent to me for a paper to main- 
tain high editorial standards and then 
let its advertisers hoodwink the public. 

“This ad may be excused,” it may be 
said, “because as soon as the reader starts 
to read, she finds out the headline is not 
to be taken seriously.” 


@ That seems less than a satisfactory ex- 
cuse for such advertising. What man 
would be willing to tolerate a house-to- 
house salesman getting into his home by 
saying to the lady of the house: “Let me 
in if you please madam. I want to show 
you how to buy a vacuum cleaner at 99% 
off,” only to have him say, upon being 
admitted: “Crazy, isn’t it, a statement 


Crazy, eh? but if it were possible you wou 
MART. Our unusual business operation fo 
enabled us to offer many of the greatest values in TOP QUALITY, 
FAMOUS NAME broadlooms; thereby turning over our inven- 
tories about ten times a year. Every day is a sale day at 


ARTLOOM’'S DEEP PILE VISCOSE RAYON BROADLOOM IN. 
STALLED WALL TO WALL WITH RUBBERIZED PADDING 


Other great buys from $5.50 to $19.50 per sq. yd. Come and get it. 


RUG MART 


> 312:FIFTH AVE.“ai 32nd St. 


find it at the RUG 
over 26 years has 


$5.50 per sq. yd. 


BILL FUHRMAN 


OPEN MON. & THURS 
9 A.M. to 9 P.M, 
TUES. thru SAT. 9 AM te 6 PM 
@ LA 4.2421 
CREDIT, iF DESIRED 
UP TO 3 YEARS TO Pay 


like that! But if it were possible to sell 
vacuums at 99% off, my company would 
mgs 

Even at best, many ads are slightly 
misleading—or fail to render the service 
they should—due to omissions of essential 
information and other weaknesses. It is 
impossible for a newspaper to police ad- 
vertising and make sure all cf it is valid. 
But such obvious attempts to get an audi- 
ence with the paper’s readers by ruse 
or false statement, even if ridiculously 
false, should be stopped in the public in- 
terest, if not in the paper’s interest, in 
my opinion. The more obvious the mis- 
statement, the less the justification for 
letting it run, I should think. If a paper 
cannot police all ads, perhaps it could be 
expected to at least stop those that are 
blatantly specious. 


® Incidentally, this was-given position at 
the top of the page. Many a good honest 
advertiser would give considerable for 
such position. If the advertiser paid extra 
for that position, (the Times sells some 
positions at premium) the ad must have 
had some special attention. If he didn’t, 
he got a break for visibility, over and 
above that some forthright advertiser 
would surely have liked. 


Just Looking... 


An agency big and rich enough to 
afford such things once set aside a 
special room for the creation of ideas. 

It was sound-proofed, softly lighted, 
painted dove-gray, and furnished with 
a couch and easy chairs, but no tele- 
phone. 


s Here a copywriter could lock him- 
self in, stretch out on the couch, and 
brood in an atmosphere of complete 
calm until the Muse, or maybe his 
copy chief, knocked on the door. 

That was the theory, at any rate. But 
it never really worked out. 

No tangible results could ever be 
traced to the “Dream Room,” as it 
came to be called, except a sharp rise 
in office engagements. So it was 


dropped. 


By Walter O'Meara 


It is to be feared that ideas do not 
come from just taking thought, how- 
ever earnestly, and even under such 
ideal conditions. i 


a The weary truth is that idea produc- 
tion by a process of purely conscious 
volition seems rarely to occur in na- 
ture. The determined seeker after an 
idea has little chance of creating any- 
thing by sheer power of will. 

But I have no doubt that many a 
copywriter who found only frustration 
in the Dream Room did get his idea, 
after all, while changing the baby or 
riding the New Haven to the office. 

These thoughts are contributed in 
behalf of the copywriter who has just 
been handed a traffic order for a new 
campaign idea by Wednesday. 
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Seiden to ‘Women’s Wear’ 
Robert Seiden has joined the ad- 
vertising sales staff of Women’s 


Wear Daily, New York. Mr. Seiden 
formerly was assistant advertising 
manager of M. Lowenstein & Sons. 
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Let’s face it... 


“ 
cLoseD WEDNESDAY aAFTERNOO 


lots of good point-of-sale material gets the cold 


WO/* 


. PRODUCED BY 


aGetonp 


It combines genuine 
utility with 
powerful point- 
of-sale advertising 
reminder valve .. . 


shoulder from dealers because there simply isn’t room for every 
sign and display that comes along. Brown and Williamson licked 
this problem handily with their new Meyercord-produced Decal 
Window Sign that cleverly adds a valuable utility feature to a 
colorful and effective advertising message. Their new Kool 


Cigarette “store hours” Decal Sign . . 
meet any variables of store hours or days closed . . . 


. which is designed to 
is finding 


a wide and welcome reception from retailers everywhere. Kools 
naturally chose Meyercord to make their Decal Signs. If your 
firm uses sales building point-of-purchase material, be sure to 
get the full facts about Meyercord “idea” Decal Signs. Write us. 


MEYERCORD ADvisor Manual—FREE 
This full color brochure is packed with invaluable ideas for 
making your point-of-sale program more resultful. Your copy 


is FREE... 


THE MEYERCORD co. 


please ask for it on your company letterhead. 


Dept. 5-201, 
5323 W. Lake St., 


Chicago 44, Ill. 


This Week in Washington... 


U.S. Cool to British Savings ‘Raffle’ 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, May 10—Our Brit- 
ish cousins have come up with 
something new in the way of sav- 


jings bonds, but the U.S. Treasury 
jisn’t likely to copy it. 


This new British bond pays no 


| interest. Instead, there are period- 


ic drawings, with handsome cash 
prizes for the holders of the lucky 
serial numbers. 

Under Secretary of the Treasury 
Randolph Burgess eyes these get- 
rich-quick features with suspicion. 
“Americans aren’t likely to ap- 
prove,” he says. “Particularly in 
the Bible Belt.” 

In any event, Treasury is under 
no pressure to take a chance. After 
15 years, its “E” and “H” bonds 
still sell at a brisk rate, even in a 
highly competitive savings market. 

On the momentum provided by 
an estimated $900,000,000 worth of 
advertising support in the 15-year 
period, Treasury sold $81 billion 
worth of “E” and “H” bonds. Some 
$41 billion of these are still out- 
standing in the hands of about 40,- 
000,000 individuals. 

Savings habits preached by the 
bond ads have persisted. Instead of 
declining at the end of World War 
II, the volume of bonds in the 
hands of the public increased from 
$30.5 billion in 1945 to $41 billion 
on May 1, 1956. Sales in 1955 were 
at a postwar peak of $5.4 billion, 
exceeding redemptions by $750,- 
000,000. 

. e ° 

Network Buy Backfires: NBC 
and CBS must be lamenting the 
day they decided to buy uhf out- 
lets in New Britain and Hartford. 
Instead of getting quick FCC clear- 
ance, both deals are blocked by 
protests. 

The seemingly altruistic uhf pur- 
chases opened a golden opportunity 
for the law firm of Arnold, Porter 
& Fortas, which has been quarter- 
backing many of the current at- 
tacks on networks before Congress 
and other bodies. 


, 


~ 3 . ‘ 
ae et AOE nearly neti; see 
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The people in any community 
who lead are likely to do it phy- 
sically as well as intellectually. 
Where they go tomorrow, the 
others will want to go the day 


after. 


As counsel for WNHC-TV, New 
Haven, which opposes both deals, 
it has obtained the right to offer 
testimony on such issues as net- 
work affiliation contracts, exclu- 
sive film rental deals and share of 
audience already controlled by net- 
works. 

With hearings tentatively set for 
later this month, FCC’s estimate of 
the delicacy of the situation was 
indicated last week when Chief 
Hearing Examiner James D. Cun- 
ningham announced—in an unpre- 
cedent-d move—that he will sit 
as “co-examiner,” sharing 
“bench” with subordinates orig- 
inally assigned to decide the pro- 
tests. 

* e . 

Army Stops Printing, Saves: 
Now that the military printing 
plant on Governors Island, N.Y., 
is closing down, army recruiters 
are asking a $276,000 increase in 
their printing appropriation for 
next year. 

In the final analysis taxpayers 
may still save a few dollars. 

Under government budget meth- 
ods, recruiters were not required to 
contribute to the cost of operating 
and maintaining the Governors Is- 
land printing plant. A breakdown 
submitted to the House appropria- 
tions committee says rent, utilities 
and pay and allowances of 66 mili- 
tary personnel assigned to the 
plant have amounted to $288,000. 

. . . 

Auto Pricing Dilemma: Sporting 
a big gold “Ike” pin in his lapel, 
anti-trust chief Stanley N. Barnes 
cautioned a House commerce sub- 
committee against a dealer-spon- 
sored bill outlawing phantom 
freight in auto prices. 

Dealers feel phantom freight 
gives bootleggers a margin to un- 
dercut. On the other hand, Mr. 
Barnes warned, weaker producers 
need phantom freight on sales in 
home markets in order to absorb 
transportation costs and compete 
in distant markets. 

General Motors and Ford, which 
have branch assembly plants 
spotted throughout the country, 
could adjust easily, he said. But 
others, with only one or two 
plants, would be unable to com- 
pete on a nationwide basis. 

Note: 
and congressional people privately 
doubt the wisdom of the recent 
Senate judiciary committee staff 
report which demanded that Gen- 
eral Motors reduce its car prices. 
“If it did, it would probably wipe 
out its competitors,” these “real- 
ists” say. 


of place, now that he has been con- 
firmed to a post on the ninth cir- 
cuit court of appeals. “I’m not sit-| 
ting on the bench yet,” he ex- 
claimed. 


Business Prophet: Commerce | 


Secretary Sinclair Weeks also had | 


the| ” 


Similarly, some Justice | 


Note II: After the hearing, Judge} 
Barnes laughingly denied that his} 
| partisan political emblem was out| 


ENTRY—R. J. Reynolds Tobacco Co. 
is putting its new cigaret—Salem 
—on sale this month. The cigarets 
are menthol, filter-tip, king-size 
and come in a green and white 
package with gold trim. William 
Esty Co., New York, is the agency. 


blossomed out in a big gold “Ike” 
lapel pin when he called in the 
press to discuss the latest business 
outlook news last week. His esti- 
mate: We are still on a plateau, 
moving neither up nor down, but 
over-all second quarter perform- 
ance should be about equal to first 
quarter. Automobile industry’s 
poor sales showing this spring has 
been disappointing. On the other 
hand, employment is holding up 
nicely, and the Secretary remains 
optimistic. 


Penn Grocers Take to TV, 
Study Public Relations 

The Pennsylvania Grocers 
Assn., 8,000-member statewide or- 
ganization of retailer-owned gro- 
cery warehousing companies, has 
switched from radio to television 
for part of its spot announcement 
schedule in the eastern part of 
Pennsylvania. 

The association is also sponsor- 
ing instruction periods on public 
relations for executives of affili- 
ated groups. The sessions are pre- 
sented through the cooperation of 
the Charles Morris Price School 
of Advertising & Journalism and 
will be held following regular 
monthly meetings of the group’s 
Cooperative Managers Conference, 
jat Philadelphia. 


| 


GE Demonstrates Electronic 
Cooking in New York 

General Electric Co. is demon- 
strating its electronic oven at the 
International Home Builders Ex- 
position in New York, May 12 
through May 20. The micro-wave 
powered oven cooks foods in less 
time than conventional ovens. 

For example, a 6 lb. frozen roast 
of beef will cook in 45 minutes in 
the electronic oven; it takes about 
|5% hours in a conventional type. 
| According to GE, the chief objec- 
‘tion in times past to this form of 
| cooking—that foods have lacked 
the “browned” appearance—has 
been overcome. 


You See What's pe lle Glance ! 


3% BOARDMASTER Visual Control 
Saves You Time, Money. 

%& Gives Graphic Picture of Your 
Operations. Stops mixups. 

¥% Simple to Operate. Write on 
Cards, Snaps in Grooves. 

%& Ideal for Sales, Production, 
Inventory, Scheduling, Etc. 

%&e Made of Metal. Compact and 
attractive. Over 60,000 in Use. 


Fut price *"4Q™ with cards 


FREE 24-page Wiustrated 


BOOKLET No.V-300 
Write or Call Wisconsin 17-6444 


Without Obligation 
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Avast, Yachtsmen, 
Your Trusty Vessel 
Will Be Pink & Blue 


New York, May 8—lIt’s not 
enough that all cars look like 
taxicabs—now boats are sailing 
forth with rainbow paint jobs. 
And there’s no one to blame but 
the ladies. 

According to C. E. Raabe, pres- 
ident of the Woolsey Marine Paint 
Co., which recently surveyed the 
boating situation, “Boating today 
is undergoing the same changes 
in color and styling that recently 
took place in automobiles, home 
furnishings and appliances. It is 
clearly evident that women are 
the influencing factor in this 
trend.” 

Boat builders, accessory manu- 
facturers and others in the trade 
are busily adjusting to the new 
feminine nautical look, according 


WALTER A. LAPHAM has been named 
vp in charge of sales and advertis- 
ing of Beatrice Foods Co.’s D. L. 
Clark division, Pittsburgh candy 
maker. He formerly was director 
of marketing of Frank G. Shattuck 
Co., Boston, and its subsidiaries, 
W. F. Schrafft & Sons Corp. and 
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KNOWS 


How DYNAMIC DAVENPORT <ows: 
> 


‘DAVE 
NEWSPAPERS 


— that’s why they’ve announced nearly 
$52 million worth of plant expansion . . . in 
DAVENPORT! 


* 
NPORT 


FOR THE NINTH CONSECUTIVE 
YEAR — FIRST IN LINEAGE IN ALL 
IOWA AND THE QUAD-CITIES! 


Represented by Jann & Kelley 


CIRCULATING DAVENPORT, IOWA, ROCK 
ISLAND, MOLINE AND EAST MOLINE, ILL. 
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to the survey, which included 
| yacht clubs, marine dealers, boat 
| 


Wallace & Co. 


builders, yachtsmen and segments 
} of the nation’s 20,000,000-strong 
| boating fraternity. 


aot , EVERYTHING | 
SF 


ge THE SEATTLE Tl. 


_ For Bigger Sales This Year 


To satisfy the heavy demand for 
a “tremendously wider range of 
marine colors for boat repainting,” 
Mr. Raabe has announced that his 
company is marketing for the first 
time a marine paint coloring sys-| ; 
in tubes similar to the one! 
Poularized for use in homes. : 
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s Marine dealers are selling more 
| accessories and safety devices than 
! ever before because of the family 

influence and there is a greater 
concern for gadgets, furnishings 
and appliances that make boat 
living simpler and easier, the sur- 
vey revealed. 

Women and the family are de- 
manding more television sets, ra- 
dios and ship-to-shore phones (in 
color, of course); the new galley : 
facilities are matching the con- : : Es 
veniences of the family kitchen. ; 

On shore, boat docking and ma- 
rine facilities are being expanded 

{ to include comforts and luxury to 
appeal to the woman and the 
'~ family, the survey reports. 
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Here is the market for your product . . . 
721,000 population in the Seattle ABC 
City Zone and more than ONE MIL- 
LION in the Seattle ABC Retail Trad- 
ing Zone. Real effective buying power — 
third highest per capita among the 
nation’s largest markets. And here is the 
newspaper that provides saturation 
coverage of this big, rich market. 


Bernsten Retires from BofA; es 
Two Named on Pacific Coast bene % 

} \9 H. C. Bernsten, who has been me 
' Pacific Coast manager of the Bu- 

/~ reau of Advertising, ANPA, since it 

y opened an office in San Francisco 
in 1938, will retire May 15. He 
started his newspaper career in 
1909 as classified advertising man- | 
ager of the Omaha Bee. In 1923,,) ; 
he resigned as advertising manager — At 
of the San Francisco Chronicle to 
become vp of Lockwood-Shackle- | 
ford advertising. He formed Bern- | 
sten & Livington in 1926 and sub-| 
sequently set up an agency bearing | 
his name in Los Angeles. Mr. 
Bernsten left the agency field in 
1938 to join the bureau. 

Wayne Mooney, formerly sales | 
manager in San Francisco, has been | 
named western manager, with | 
headquarters in San Francisco. | 
With Mr. Bernsten’s retirement, 
the bureau’s San Francisco and| 
Los Angeles offices, both formerly | 
under Mr. Bernsten’s supervision, | 
will be operated 
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The Seattle Times 
1956 


CONSUMER 


THE SEATTLE TIMES 1956 Consumer Analysis 
will answer your questions about Seattle's buying 
habits. This standardized, accepted analysis is avail- 
able through your local O’ Mara & Ormsbee man. Or 
write to Advertising Manager, The Seattle Times, 
Seattle 11, Washington. 


independently. | 
L. S. Van Sant, formerly Los An-| 
geles manager, assumes the post | 
of southwestern manager, with | 


) headquarters in Los Angeles. | o 
| eer ee | Che Seattle Gimes 
Walter H. Baumgartner, for-| 


merly assistant to the advertising | 
1 sales promotion manager of the Member, Consolidated Consumer Analysis Newspapers Represented by O'Mara & Ormsbee, Inc. 
} Chicago Daily News, has been| — New York + Detroit - Chicago - Los Angeles 
named advertising manager of the San Francisco 
Chicago office of Super Market| 


iW Merchandising. 


“INTER-LOCKED MARKET” FOR | 
PLUMBING & HEATING 

AIR CONDITIONING & VENTILATING 

LP-GAS EQUIPMENT + APPLIANCES 

Our 10th Year « NEEDHAM 92, Mass. 
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‘Reliability’ Motif Is Stressed in 
Kameny’s Japanese Camera Copy 


4 Non-Competing Camera|i@y. Industrial Photography, In- 
rn finity, National Geographic, The 

Makers Retain Agency New Yorker and Time. 

for Import Know-How 


ROMICA . proudest sctuevement of 
; New Japant Here. the age-old ccodscon of 
Get aaltpr co wmp combines wich 
te levthet ads snes of Hewes «omer 


Canon is out to capture the po- 
sition of “world leader in luxury 

New York, May 9—Japanese|camera manufacturing.” It claims 
imports are carving a bigger and|there are now 100,000 Canon cam- 
bigger niche for themselves in the|eras in use in this country—the 
American market, and a New/result of sales here and purchases 
York agency specializing in pho-|in Japan by Gls and American 
tographic accounts has had a hand | tourists. 
in their success. 

The agency is Kameny Associ- 
ates, formed 11 years ago by Nat 
and Seymour Kameny. 

Before World War II, Nat 
was a professional photographer; 
his brother Seymour was a copy- 
writer and artist. Combining their 
skills, they built an agency which 


‘within che aavae's : age ts Me theilling 
etpertence ow ng Preoses 
Photographic ine omeon The uosurpaaed 


® In quite a different class is Ri- 
ken Optical Industries, a Kameny 
client for a year now. Riken makes 
the Richoflex, a low-priced reflex 
camera for the mass market. Rich- 
oflex prices begin at $29.95. 
Riken’s rather ambitious plan 
is to displace Argus as the leading 
seller of 35mm. cameras in the 
U. S. Established in 1936, Riken 
|has eight plants in Japan and cur- 
rently produces 30,000 cameras a 


|six months it has built up exports 
lto the U. S. to 9,000 units per 
month. 

Kiyoshi Ichimura, Japanese in- 
'|dustrialist who is president of Ri- 
ken (he also has interests in nu- 
merous other companies), was in 
the U. S. recently and predicted 
that Richoflex exports to America 
will increase by 50% this year. 


Seymour Kameny 


Nat Kameny 


now handles some 35 photograph- 
ic accounts and bills approximately! «Oy, plans call for an all-out 
$1,500,000. sales, advertising and public rela- 
The Japanese camera industry | tions campaign,” he said. 

has made a basic contribution to| The Richoflex campaign began 
the agency’s growth. Kameny seTv-| with a half-page in the April 2 
ices four Japanese camera manu- Life. Insertions also will run in 
facturers plus the Japan Camera | Fsquire, Holiday, Modern Photog- 
Information & Service Center in | raphy, Popular Photography and 
New York. These accounts were The Saturday Evening Post, backed 
added one by one, beginning with | by schedules in 29 newspapers. 
the Konica camera account five 
years ago. 


“Made in Japan” products. Five 


have progressed, featuring “Made 


lent of the German Rolleiflex, | 


© Sl encther Kemeny ellent is which sells for twice as much. 


Pe - |Kofuku Sangyo Co., Nagoya, mak- 
= “Five years ago,” Nat Kam-~|er of the Kalloflex, a high-speed 
eny told ADVERTISING AGE, “YOU reflex camera in the $120-and- 


couldn’t sell Japanese products in | above class. The Kalloflex is re- the agency is able to violate suc- 


this country. ‘Made in Japan’ was | ferred to as the Japanese equiva- 
the death sign.” | 

Konishiroku Photo Ind. Co., To-| ————— 
kyo, maker of the Konica camera, 


cessfully the advertising canon en- 
joining agencies from handling 
competitive accounts. 

Mr. Kameny explains, however, 


SS Bite ed Ry 
Mage Saat - 
° / 4 


that he doesn't feel these are com- 
| petitive accounts, because the cam- 
jeras have different price ranges 
jand are directed at different mar- 
|kets. “The person interested in a 
|Richoflex is not in the market for 
}a Canon,” he points out. 

Besides, adds Mr. Kameny, the 
Japanese companies don’t seem to 
mind the conflict. In fact, he says, 
they feel that there is an advan- 
tage in using an agency with ex- 
perience in promotion of Japanese | 
| cameras. 


was the first Japanese camera ad- 
vertiser to try to breach this wall 
of resistance. The manufacturer 
came to Kameny with a $60,000 
budget, and the agency mounted a 
semi-institutional campaign de- 
signed to erase the connotations of 
“cheapness” and “shoddy work- 
manship” associated with “Made 
in Japan.” 

The 1951 campaign, which ran 
mainly in consumer photographic 
magazines, played heavily on the 
“craftmanship” theme, emphasiz- 
ing that in “new Japan”—a phrase ; 
Kameny helped to popularize—| SE 
the “age-old tradition of fine 7 
craftmanship combines with the 
farthest advances of Western sci- 
ence to realize the photographic 
specialist’s most exacting de-|_- 
mands.” VA 


B SAVE... 
70% on this 
"FtaASucuy 


| 


turn down a Japanese camera ac- 
count in the course of his trip to 
|Japan last year, because it would | 
|have been directly competitive 
|with one of his present accounts. 

Japanese efforts to gain the! 
confidence of the American pub- 
lic led in 1954 to the establishment 
|}of the Japan Camera Industry 
§| Assn. The association then got the 
m|Japanese government to set up 
m\the Japan Camera Inspection In- 
| stitute. 

This institute, which is regu- 
mam | lated by the government, passes on 
jall cameras destined for export. 
Today no camera may leave Japan 
}without the institute’s “passed” 
tag. Every unit must go through 
|60 tests. 


| 


s Nat Kameny reports that this 
folksy, industrial theme scored for 
Konica and paved the way for the 
other Japanese camera makers. 
Konica now spends well over 
$100,000 with Kameny. 

As the Japanese stepped up 
their exports to the U. S., Kameny 
added new clients. 

Canon Camera Co., maker of| 
luxury 35mm. jobs beginning at 
$325, appointed Kameny in 1953. 
Canon has just established a fac- 
tory branch in New York and this ie ee 4 : 
spring launched its biggest ad cam- —_— ae. 
paign since entering the American | mate 
market. | 


} 
| 


“Fides ee 6 — 
ees | * As an outgrowth of this activity, 


, the Japanese government, in co- 
operation with 51 Japanese photo- 
graphic exporters, set up the 


4) Pietee Bee nywttare! Write for Lever 
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® Mr. Kameny told AA he did! § 
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CRAFTY APPROACH—Konica camera ad placed five years ago features 
“craftmanship” appeal in attempt to overcome resentment against 


years later, ad placed by Japan 


Camera Information & Service Center indicates how far Japanese 


in Japan” as “new definition of 


reliability.” 


made cameras. 
The center stages exhibitions 


sumers and dealers to apply for 
any information they might want 
on Japanese cameras. 

A sign of the progress the Japa- 
nese have made is the recent ad 


The 


Ot. 
LEADERSHIP 


rene fone fel Merncmpeine Newmans 
OR ett Ml Si Nt te wc Me le Me 


SNOB APPEAL—Canon Camera Co. is 

running above insertion in class 

magazines to promote its luxury 
($325 and up) cameras. 


placed by the center, showing the 
mark, “Made in Japan,” with the 
headline: “The New Definition of 
Reliability.” 


Leo Burnett Names Four 

Leo Burnett Co., Chicago, has 
appointed Guy S. Saffold an ac- 
count executive, Douglas K. Burch 
a media group supervisor, James 
Yates an art supervisor and Helen 
Hoagland a copywriter. Mr. Saf- 
fold formerly was director of pro- 
motion and advertising of the 
agricultural division of Charles 
Pfizer & Co. Mr. Burch has been 
manager of the media department 
of Stockton, West, Burkhart, Cin- 
cinnati, for the past two years. Mr. 


To introduce its newest camera, 
Canon ran a six-page two-color 
insert in Modern Photography, 
Popular Photography and U. S. 
Camera. This is being followed by | 
“snob appeal” ads in Fortune, Hol- 


RIKEN DRIVE—This half-page in the | Japan Camera Information & Serv-| Yates formerly was exec vp of 

April 2 Life kicked off a big 1956 ice Center in New York last year.|Reach, Yates & Mattoon, New 

sonsumer campaign by Riken Op-|A Kameny account, the center | York, and Miss Hoagland has 

tical Industries for its low-priced | Serves as a clearing house for all| been with Young & Rubicam for 
Richoflez. linformation regarding Japanese-|the past 20 years. 
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Interview Research 
As Reliable as Any 
Other, Hart Asserts 


Cuicaco, May 9—Despite its 
many pitfalls, interviewing as a 
means of social research is “sur- 
prisingly, unbelievably accurate 
and no less reliable than any other 
method of measuring human be- 
havior,” according to Clyde W. 
Hart, director of the National 
Opinion Research Center here. 

Speaking at a joint luncheon of 
the American Marketing Assn. and 
the American Statistical Assn. last 
week, Mr. Hart asserted that, “it is 
sheer nonsense to believe that you 
can’t depend on the reliability of 
interviewing, or that efficient 
social research can be conducted 
without it,” as some critics have 
charged. 

“We in the social research field 
know more about human behavior 
than does any other field of study,” 
he said. With enlightened, sophisti- 
cated interviewing, done with 
carefully selected interviewers, he 
said, this method of research can 
produce results no less reliable 
than even the techniques used in 
the psychology laboratory. 

All this presumes, though, he 
emphasized, that researchers pro- 
ceed fully aware of the many dan- 
‘gers inherent in interviewing and 
that they squarely face the factors 
of error that can crop up at any 
level of interview research. 


es “We do not need to apologize 
for these limitations if we ac- 
knowledge them and strive assid- 
uously to avoid them.. .the ability 
to recognize, acknowledge and 
work to eliminate these factors is 
the mark of a scientist,” he said. 

Of these limitations, Mr. Hart 
termed the expectation factor in 
|the interviewer himself the most 
|biasing of all. Some of these ex- 
| pectations arise even before the in- 
terview takes place, while others 


Not the least interesting aspect) periodically and runs ads in pho- | show up in the analysis when re- 
of the Kameny operation is that|tographic magazines inviting con-| searchers are inclined to expect 


consistency and answer probability 
that may not be there. 

| Researchers who assume that er- 
rors of this kind tend to balance 
themselves out are guilty of “ex- 
|tremely careless work,” Mr. Hart 
|said. Careful recruiting of inter- 
viewers can largely eliminate such 
errors, he insisted, and there is no 
need to resort to the comfortable 
“balancing out” assumption. He 
termed the idea a piece of research 
profession “folk lore.” 

In seeking to remedy these 
limitations, however, Mr. Hart 
warned that a distinction must be 
made between the reliability and 
the validity of an interviewer's 
work. The reliability factor may 


a be very high, he said, but it doesn’t 


necessarily follow that validity is 
the result. Validity, he empha- 
sized, is the thing researchers ul- 
timately are interested in. 


Cain Expands Ad Campaign 
John E. Cain Co., Cambridge, 
Mass., is planning an expanded 
advertising program covering its 
line of foods. The campaign in- 
cludes (1) newspapers; (2) 1,100 
posters with the theme: “When 
you think of salads, think of 
Cain’s”; (3) radio and tv spots in 
Boston and New England; (4) 
twice-weekly participations in the 
“Yankee Network News,” and (5) 
sponsorship of the tv film, “Mr. 
District Attorney,” on WNAC-TV, 
Boston. A new Riviera dressing 
will be introduced. Chambers & 
Wiswell, Boston, is the agency. 


Campbell to Fielder, Sorensen 

McCulloch Campbell, formerly 
Pacific Coast manager in San 
Francisco of Crowell-Collier Pub- 
lishing Co., has joined Fielder, 
Sorensen & Davis, San Francisco. 
He will supervise the national 
sales department of the transit ad- 


vertising company. 
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In these stores you get 
America’s finest 
Gifts - FREE 


for Top Value Stumps 
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TOP VALUE—This color spread will break Top Value’s contest cam- 
paign in Life May 14. 


Top Value to Spend 
$1,250,000 to Boost 
Three-Week Contest 


Dayton, O., May 8—Top Value 
Enterprises, trading stamp compa- 
ny, will spend up to $1,250,000 
beginning next week to promote a 
nationwide contest to increase the 
use of its trading stamps. 

A four-color spread in the May 

Life will kick off the contest 
tionally. 

Top prize will be a $45,000 sev- 
en-room “Dream Home of Your 
Life” as grand award, for the en- 
trant best completing in 25 words 
the phrase, “I save Top Value 
stamps because...” Contest en- 
trants will have to get entry blanks 
from retailers carrying Top Value 
stamps. 


® Besides the Life ad, promotion 
will appear in daily and weekly 
newspapers and in tv and radio 
spots. The contest will run from 
May 7 to May 26. 

Other prizes will include GE 
major appliances. Tie-in cam- 
paigns will be sponsored by gro- 
cery chains and gasoline stations, 
drug stores and other merchants 
handling the drive. 

Campbell-Mithun, Minneapolis, 
handles Top Value’s advertising. 


Edythe Fern Melrose Heads 
Radio-TV Women’s Group 

Edythe Fern Melrose, WXYZ 
and WXYZ-TV, Detroit, was 
elected president of American 
Women in Radio & Television at 
the group’s fifth annual conven- 
tion recently in Boston. Nena 
Badenoch, radio-tv director of the 
National Society for Crippled Chil- 
dren and Adults, was appointed 
secretary-treasurer. 

New regional vps include Betty 
Butterfield, WAAT and WATYV, 
Newark, N.J.; Martha Crane, WLS, 
Chicago; Edith Ford, WLW-A, 
Atlanta; Sarah Jane Moon, Nacog- 
doches (Tex.) Broadcasting Co., 


and Marion Rowe, KPIX, San 
Francisco. 

Appoints Kenneth Hurd 

The American Weekly, New 


York, has appointed Kenneth B. 
Hurd manager of drug and toilet- 
ries advertising. He was formerly 
advertising director of Puck-The 
Comic Weekly. No successor has 
been named at Puck. 


reach 5553 
POLICE CHIEFS 
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via this all-selective 
medium! They buy uni- — 
forms, communications, “3 

weapons, traffic sys- 
tems, parking meters, 
conveyences! Get the 
full story... TODAY 
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NATIONAL REPRESENTATIVE 


= CcOoOPP & Associates 
475 Broadway, New York 36 N 5 
§ Fast Wacker Drive Chicago 1. It 
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Frierson Joins C. L. Miller 

L. G. Frierson, formerly vp and 
a director of Ruthrauff & Ryan, 
has joined C. L. Miller Co., New 
York, as a vp. 


‘Detender’ Opens Ad Offices | 
Effective June 1, the Chicago! 


sented nationally 


Publishers Inc., which 
ly represented the publications. | 

Richard H. Newhouse, formerly | 
of Associated Publishers, New 
York, and Arthur Ralph, former 
advertising manager of Our World, 
have joined the staff of Defender 
Publications. Mr. Newhouse will! 
operate out of Chicago; Mr. Ralph | 
is expected to work in the New) 
York area. 


Named for Missouri Awards 
Honor Awards for Distinguished 
Service in Journalism have been 
presented by the University of 
Missouri school of journalism to 
five men and a newspaper. They 
are Louis N. Bowman, editor and| 
publisher, Tri-County News, King} 
City, Mo.; Boyd F. Carroll, Jeffer- 
son City correspondent for the St. 


Louis Post-Dispatch; Allen Kand- 
er, founder and president, Allen 
Defender and the new Daily De-| Kander & Co., Washington news- 
fender, Chicago, will be repre- | Paper broker; Alfred H. Kirchhof- 
by Defender |": editor, Buffalo Evening News; 
Publications Inc., Chicago, which| William Mapel, president, Pub- 
is opening offices in New York | lishers’ Assn. of New York City, 
and on the West Coast. Associated |82d the Los Angeles Times. The 
services | Times award was accepted by its 


weekly newspapers only, former- | @ditor, L. D. Hotchkiss. 
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WHAT A COUP! 


Reach this major market: key executives who 
specify material for today’s biggest boom indus- 
try: AIR CONDITIONING - REFRIGERA- 
TION. Advertise in REFRIGERATING ENGI- 
NEERING. 


REFRIGERATING 
ENGINEERING wwcwows AIR € 


Do business with highbrows? 


Like to sell folks with college background? The News 
delivers more than any other paper! And more high school 
grads! Among its audience of 4,780,000, The News has more 
readers in every education bracket . .. and more in every 
income bracket, including more in families in the $10,000 and 
up class... more owners of stocks, bonds, homes, and cars! 

How do we know? W. R. Simmons & Associates Research, 
Inc. made the biggest, best conducted, most comprehensive 
survey of newspaper readers ever undertaken in New York City 


and suburbs. The study cost us more than $150,000 


—supplies market data worth a lot to you .. . shows the 
way to most effective media buying in the largest metropolitan 
market! Ask your advertising agency or any New York News 


office to show you 


“Profile of the Millions” 


THE f@ NEWS, New York’s Picture Newspaper... with more than 
twice the circulation, daily and Sunday, of any other newspaper in America . .. 


220 East 42nd St., New York City... Tribune Tower, Chicago... 
155 Montgomery St., San Francisco. .. 3460 Wilshire Blvd., Los Angeles 


" Readers with 
“some college or more”’ 


News......... 660,000 
| TT TTS 


i eS eee 
Herald Tribune . . . . 370,000 
Journal American . . . 270,000 
as ss so & 0 <aces SOD 
World Telegram & Sun 490,000 


Source: “Profile of the Millions” 
Copyright 1955 by News Syndicate Co., Inc. 
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Raymond Wolcott McCavlay Winterberg 
WELCOME, NEW MEMBERS—Genevieve T. Raymond, president of the 
Woman’s Advertising Club of Chicago, and Lois Winterberg, mem- 
bership chairman, welcome several new club members at a “new 
members brunch.” Among the club’s 40 new members are 
Bernice Dolinig, Sears, Roebuck & Co.; Helen Wolcott, McCann- 
Erickson, and Isabel McCaulay, John W. Shaw Advertising. 


Dollnig 


Fergusson Kron 


1AA SCENE—Walter S. Lemmon, president and founder of WRUL- 

World Wide Broadcasting System, William B. B. Fergusson, vp in 

charge of advertising for Colgate-Palmolive International, and Ar- 

thur Kron, exec vp of Gotham-Vladimir Advertising, get together 

before appearing on a panel at last week’s convention of the Inter- 
national Advertising Assn. 


OPENING DISPLAY—This Admiral refrigerator display is visible with the door open or closed. The two- 


is hinged and affixed to the door gasket so that it 


~ 


#4 


‘FIELD & STREAM’ PARTY—Here are a number of the top media gals in 
Chicago advertising agencies at a luncheon meeting sponsored last 
month by Field & Stream at the Kungsholm Restaurant, Chicago. 
Counter clockwise (starting bottom right), they are: Kay Hogan, 
Fulton, Morrissey Co.; Mary Sheridan, Olian & Bronner; Elaine Kor- 
tas, Marsteller, Rickard, Gebhardt & Reed; Betty Sickinger, William 


REVIEW 
OF THE 
WEEK 


Tennont Hitz 


JOLLY PARTY—Miles Laboratories, Elkhart, Ind., and Geoffrey Wade 

Advertising, Chicago, put on a luncheon tn Chicago for Tennessee 

Ernie Ford, who has a weekly show on NBC-TV for Miles. With 

Mr. Ford are Perry Shupert, vp in charge of sales and advertising, 

and Chuck Tennant, director of advertising, Miles; Jeff Wade, head 

of the agency, and Edward Hitz, NBC wp in charge of network tv 
sales for the central division. 


Shupert Wade Ernie 


Mitchell Tuttle 
CONGRATULATIONS—Charles R. Mitchell, general 
manager of the Review, Darien, Conn., and the new 
president of Greater Weeklies Associates, receives 
best wishes from his predecessor, Capt. John T. 
Tuttle, publisher of the Advance, Patchogue, N. Y. 
At the right, Elon G. Borton, president and general 


Borton Blazer 
manager of the Advertising Federation of America, 
presents a Century of Service award to Herschel 
Blazer, publisher of the Times Record, Aledo, IIl., 
which is marking its 100th year of continuous pub- 
lication. The photos were taken at the spring meet- 
ing of Greater Weeklies Associates. 


way item was produced by Kling Displays, Chicago. 


BEHIND THE TU- 
LipS—Walter 
Sauer (left), ad 
manager of Home 
Products Inter- 
national, receives 
the International 
Advertising Assn. 
plaque as_ the 
“Intern a- 
tional Advertis- 
ing Man of the 
Year” from Jere 
Patterson, pro- 
motion manager 
of Life Interna- 
tional and retir- 
ing president of 
IAA. 


Hart Adler Inc.; Dorothy Samer, Sorensen Advertising Co.; Florence 
Neighbors, Goodkind, Joice & Morgan; Bud Rogers, Field & Stream; 
Elsie Laufer, Campbell-Mithun; Kay Kennelly, Olian & Bronner; Tom 
Keith, Field & Stream; Mary Rodger, Tatham-Laird; Katherine Mes- 
sick, Russel M. Seeds Co.; Katherine FitzSimmons, McCann-Erickson, 
and George Rice, Field & Stream. 


HANDY HANDLER—This point of pur- 
chase display demonstrates both 
the product, a magnalite square 
skillet manufactured by Wagner 
Mfg. Co., and a quilted mitt for 
handling, which goes with each 
purchase. Old King Cole, Canton, 
designed the display. 
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--- in Phnriladelphia 


These days, you have to get off your * to move merchandise. That’s 
why, in Philadelphia, the all-new News is such a help. 


All new from masthead to back page, the sparkling News delivers an 
audience that is enthusiastically loyal. Not in long, dull years has Phila- 
delphia been treated to such vigorous journalism. Provocative columns 
that are unafraid of controversy. Quick and complete news coverage, 
feature stories that illuminate men and events. From Oxford Circle to 
Suburban Square, awakened Philadelphians of all parties are enthusi- 
astically reading and quoting the all-new NEws. 


Represented by: REYNOLDS-FITZGERALD 
New York * Chicago * Detroit » Syracuse * Atlanta 
Los Angeles * San Francisco * Seattle * Philadelphia 


Such reader loyalty pays off. So does the unexcelled visibility your 
advertising gets in our bright tabloid pages . . . we couldn’t bury you if 
we tried! Loyalty plus visibility . .. in more than 175,000 prosperous house- 
holds. No wonder alert advertisers, local and national, are giving us such 
fat linage gains. They know it pays to bring their ads out in the open, 
and that we couldn’t bury them if we tried! They know, too, that huge 
circulation means little if your ads are getting buried: one reader who 
sees an ad is better than 101 who don’t. Try us yourself... soon... 
and see the bright difference! 


PHILADELPHIA DAILY 


‘“NEWS:-::: 


See the 
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Chicago Art Studio Association 
Concentrates 1,000 Artists on ‘Ad Row’ 


Cuicaco, May 9—Organization is; needed certain !mprovements best 
the benchmark of commercial art|accomplished by an organized 
studios here. | group. Since then, membership has 

This would hardly be unique in| grown to 19 studios employing 
most industries but, according to| more than 1,000 artists. Their com- 
Robert Fox, vp of Grant-Jacoby bined billing last year of $9,300,- 
Studios and vp of the Assn. of Art |000 represented somewhere be- 
Studios in Chicago, this is the only| tween 50% and 75% of art studio 
city in the country where this sit-| business in the city. These studios 
uation is found. | expect their joint billing to in- 

Thirteen years ago last month,|crease by another $1,000,000 or 
the AASC was founded by a half-| more this year. 
dozen studios, whose owners were 
convinced that their industry| s The reasons for forming AASC, 

says Mr. Fox, were these: Bad 
working conditions for Chicago 
artists; sharply rising costs that, it 
was feared, might drive business 
| elsewhere; “shabby” ethics and a 
|singular situation in that most 
: : Chicago advertising agencies and 
ait "24 west ohio -chicago 10 other big users of commercial art 
Pe ry Superior 17-0595 | hired outside studios instead of 

maintaining their own art depart- 


Tae knew location... 
Ten PORT 
a STUDIOS 
ii commercial art 


— 


OBSEQUIE FL MEJOR REGALO 4 


mie | 


VALUDOS 
ABLTEOS... 


In any language, this corrugated floor 
stand makes friends, speaks the univer- 
sally understood tongue of Increased 
Sales. ingeniously designed to accom- 
modate a variety of appliances for 
International General Electric Co., it was 
reproduced in red, charcoal grey and 
chartreuse. 


Wani to talk Increased Sales, amigos? 
Just call The Man From Gibraltar. 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


3 Entin Road, Clifton, New Jersey 
MEW YORK: LACKAWANWA 4-9684 * NEW JERSEY: GREGORY 1-1450 


ments. 

Mr. Fox recalls that, prior to 
World War II, there were few true 
art studios in Chicago. He says 
that most commercial artists 
worked “on a group basis” and 
shared profits. “This meant,” he 
says, “that most artists were pro- a 
vided space and working materials . 
in a studio and pay was based on ‘tame 
their output. Usually they received : 
50% of the billing on each job and 
the studio owner pocketed the 
rest.” 


The handful of prewar studios : : 
specialized in direct mail and pret- | SKYSCRAPER-SIZE—This 56’x60’ bul- 


ty well controlled this business.| letin for the National Bank of 
The average buyer of art, however, Washington, Tacoma, dwarfs ob- 
dealt with a number of “groups” |servers at its foot. The bulletin 
or one-man studios. Frequently he | was planned by Mrs. Lenora Lind- 
had to contend with costly produc- | quist, of the bank’s advertising de- 


tion time lags and confusing sched- 
ules. 


® The big change came after the! 
war. As the volume of advertising | 
grew and television commercials 
gobbled up the output of hundreds 
of artists, Mr. Fox says, most 
agency and advertiser art direc- 
tors preferred to deal with one 
source. 

“Prewar,” Mr. Fox recalls, “a 
full-color national ad took about 
four weeks from its start until it 
got to the engraver. The normal 
schedule today is 10 days.” 

The AASC made a survey of 
costs in 1951 and found that be- 
tween 1946 and 1951 engraving, 
typesetting and printing costs all 
went up as much as 200%, while 
art studio costs fell 15-20% in the 
same period. 


® The large studios have been 
able to pass along these and other 
benefits to the buyer, Mr. Fox be- 
lieves, because they have grouped 
dozens—even hundreds in some 
cases—of specialists under one 
roof. They have learned to run 
their businesses more efficiently 
and thus hold down costs. 

There have been many benefits 
to the artists themselves, accord- 
ing to Mr. Fox. As studios grew 
in size they established vacation 
and retirement programs, un- 
known before the war. Mr. Fox 
admits that a shortage of good ar- 
tists influenced some of _ the 
changes, but he points out that 
most people work better when they 
have some security and marginal 
benefits. 

Interestingly, all but one of the} 


partment, working with the bank’s 
agency, Merchandising Factors, 
San Francisco. 


members of the studio group are 
located on or within a stone’s throw 


lof the “Magnificent Mile,” Chica- 


go’s N. Michigan Ave. This, Mr. 
Fox believes, results in a concen- 
tration of advertising artists with- 
out parallel in any other advertis- 
ing center. 

The north side is preferred be- 
cause of its nearness to the graphic 
arts. It’s convenient for out-of- 
town clients who usually prefer 
downtown hotels, and it has pres- 
tige. “Artists like to work for a 
north side studio,” says Mr. Fox, 
“because it sort of indicates that 
they’ve arrived.” 


# Although there are still many 
small studios in Chicago employ- 
ing from one to four or five artists, 
the AASC feels its membership 
represents the “cream” of the in- 
dustry. Mr. Fox says AASC hopes 
to increase its membership to in- 
clude nearly all studios with five 
or more people on the payroll. 
The biggest studio member of 
AASC employs nearly 300 artists, 
while the smallest has only five. 
Two large studios recently dropped 
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"| their membership because of basic 


policy disagreement, but Mr. Fox 
thinks they’ll be back in the asso- 
ciation, “because of the good they 
get out of it.” 

Earlier this year, AASC joined 
with the Art Directors Club of 
Chicago, the Artists Guild and the 
Chicago Photographers Guild to 
establish a common code of ethics. 
The 27-point code covers such 
sticky subjects as rebates to buy- 
ers, speculative work, p!agiarism 
and acts of God. 


s The AASC maintains a fulltime 
executive secretary, Mrs. Eileen 
Cooper, who handles administra- 
tive duties. She sends members 
surveys, board meeting minutes 
and a weekly bulletin of the busi- 
ness status of all member studios. 

“When we see in the bulletin 
that most studios’ business is up 
and ours is down,” says Mr. Fox, 
“you can be sure we crack down 
on our sales department.” 

The current president of AASC 
is Clint Conrad, Vogue Wright Stu- 
dios vp, whose pet projects at the 
moment are an educational pro- 
gram for commercial artists 
(there’s a dearth of them in Chi- 
cago) and “cleaning up” the in- 
dustry still further. One aim: To 
rid the industry of “brokers” who 
get orders from buyers and then 
farm out the work to one-man 
shops. 

Mr. Conrad doesn’t know how 
much need there is throughout the 
country for additional associations 
in the commercial art field, but he 
has received inquiries recently 
from Rockford, Ill., and Detroit 
asking for details on AASC. 


A. C. Nielsen Elects Three 

A. C. Nielsen Co., Chicago, has 
elected J. Donald Book, Bert H. 
Carlson and Roger W. Townsend 
vps. All are account executives 
serving Nielsen Food-Drug Index 
‘clients, Mr. Book in Chicago and 
Mr. Carlson and Mr. Townsend in 
New York. 


SURE STRIKE! 


Manufacturers of fishing tackle and related lines 
| can’t miss getting bigger strikes from advertising 
| in FTTN—the top specialized book covering 
11,047 selected top tackle dealers and jobbers. 


FISHING TACKLE TRADE NEWS 


WILMETTE 


ILLINOIS 


At last! A “pressure sensitive’ decal sign that 
is applied in seconds without water — yet 
adheres with the same permanence and dur- a 
ability of a standard decal sign. . . 


first trying PRESTO-CALS report, 
love them!" 


Extra heavy duty for outside weather and wear .. 
does not interfere with window washing! After set- 


WATERLESS DECAL SIGN 
by AAMERICAN MDECAL 


ORS MIRRORS, 
dverti LE LERS 
octane cee 
+ VENDIN xTures, ETC. 


ting (approx. 24 hrs.), the PRESTO-CAL can not be ‘aot 


easily removed by children, storekeepers or com- 
petitive salesmen as ordinary paper “pressure 


sensitives"’. 


SAMPLES 


~~ Write for FREE 


AND 


ON YOUR LETTERHEAD, PLEASE. 


A\merican fDecalcomania ffo. | 


Offices in all principal cities 
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Adman Is ‘More 
Believable’ as 
Model in Bacardi Ad 


New York, May 8—An adman 
described as tops in his field was 
chosen by fellow admen as model 
for an ad because he “doesn’t look 
like an adman or a model.” 

The man whose picture appears 
in a Bacardi Imports Inc. ad in 
Life last month—featuring Ba- 
cardi rum as the ideal base for 
daiquiris—is John Kiely, senior art 
director and vp of Brooke, Smith, 
French & Dorrance, agency for 
Bacardi Imports. 

The ad was planned last fall, 
W. A. Walker, account executive 
says, originally with no idea of 
using Mr. Kiely. The main objec- 
tive, he says, was to get a type 
that was believable and photogen- 
ic. Literally, 100 models were 
screened, Mr. Walker says, with- 
out finding a suitable type. 

Richard Gaul, an art director in 
the agency working on the ac- 
count, suggested Mr. Kiely as the 
ideal type for the ad that the art 
department had in mind. But Mr. 
Gaul’s suggestion was laughed off 
at the time, and the screening of 
models continued. 


s Finally, when the field had 
been narrowed to three models, it 
was the consensus of those work- 
ing on the job that none was sat- 
isfactory. Again Mr. Gaul sug- 
gested Mr. Kiely. 

When the idea was suggested to 
Mr. Kiely, Mr. Walker recounts, 
he demurred: “He thought we 
were kidding him.” 

But he consented to pose for nu- 
merous shots to capture the exact 
expression and attitude wanted. 
Similar shots were made of the 
three professional models. Mr. 
Kiely’s picture was just what the 
art department wanted, Mr. Walk- 
er says. He looked “more believ- 
able and convincing.” 

A modification of the Life ad is 
scheduled for Gentry later in the 
spring and also will be used in 
Life in July. 


Publicker Forms Affiliate 
to Distribute Brands 

Publicker Industries, Philadel- 
phia, has established a new affili- 
ate, Publicker Distillers Products, 
to handle distribution of the 
brands of Continental Distilling 
Corp., Kinsey Distilling Corp., 
Old Hickory Distilling Corp. and 
W. A. Haller Corp. L. J. Gunson, 
secretary-treasurer of Publicker 
Industries, and John L. Leban, vp 
in charge of liquor sales, have been 
named president and exec vp, re- 
spectively, of the affiliate. R. 
Robert Smith, director of adver- 
tising and merchandising, fills the 
same post with the affiliate. 

The new distributing company 
was formed as part of the over-all 
realignment of the liquor sales or- 
ganization “to create a stronger 
base for expansion of the sales 
forces and to allow greater flexi- 
bility.” 


Elm City Agency Bows 

Elm City Advertising Agency 
has been formed in New Haven, 
Conn., by A. A. Forrestt. Mr. For- 
restt, a former advertising and 
sales promotion manager of the 
electrical division of Olin-Mathie- 
son Chemical Corp., also has been 
with Microtone Hearing Aid Corp. 
and an account executive of James 
Thomas Chirurg Co. His new agen- 
cy has been named to handle ad- 
vertising for Choldun Mfg. Corp. 
and Arrow Laboratories, both of 
New Haven, and several accounts 
in New York. 


Calamari to Cramer-Tobias 
Elsie Calamari, formerly execu- 

tive art director of advertising for 

Jack Braunstein Inc., has joined 


Cramer-Tobias, New York, syndi-| 


cated advertising service, as fash- 
ion art director. 


NOW ONE OF AMERICA’S 3 FAVORITE COCKTAILS 
-»+-and here's a new easy way to make Bacardi Daiquiris at home 
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'Conover-Mast Elects Three in 1954, and Mr. Mast, with the 
| Conover-Mast Publications, New Company since 1946, has been pub- 
York, has elected three publishers | !isher of Construction Equipment 
of its business publications vps.| #>out a year. 

| They are Ray G. Richards, of Pur-| 
| chasing; William G. Maass, Avia- 
| tion Age, and Burdette P. Mast Jr., 
Construction Equipment. Mr. Rich- 
ards joined Purchasing in 1944, be- 
| came assistant publisher in 1951 
}and publisher in 1954. Mr. Maass, 
| with Conover-Mast since 1948, was 


|named publisher of Aviation Age 
| 


PUT YOUR COPY IN OVERALLS 


Keep it down to earth—talk the 
language of the man on the street 


or farm. I can write buckeye copy. 


ys Folee Wott "2 


Leo P. Bott, Ir., 64 E. Jackson, Chicage 


when time is important—get 


AD MAN CHOSEN FOR AD BECAUSE HE DOESN’T LOOK PART—John Kiely, | 


vp and senior art director of Brooke, Smith, French & Dorrance, 

was chosen for this Bacardi Imports ad in Life by fellow ad men 

because he “doesn’t look like an adman or a professional model.” 

A hundred models were screened and passed up before Mr. Kiely 
was persuaded to pose. 


hewspaper mafts from 


Salesmen Can Help 
Plan New Product 


Bettina Harris to Gross 


named creative director of H. M. 


Bettina G. Harris has been) x : : 


i SO aoa 


Sales, Says Bahm 


Gross Co., Chicago agency. Mrs. 
Harris formerly was advertising 
director of Evans Fur Co., Chicago. 


‘SEeley 8-1010 


CuHiIcaGo, May 9—The field sales 


force is the best source of infor- 
mation for new product sales fore- 
casting once the product is on the 
market, John F. Bahm Jr., consult- 
ant to the marketing service divi- 
sion of General Electric Co., told 
the American Management Assn. 
here last week. 

Citing as an example the role 
GE’s silicone products division 
salesmen play in sales forecasting, 
Mr. Bahm recommended that once 
a new product is introduced, sales- 
men should do some “formalized 
thinking” to evaluate the product’s 
sales prospects. He recommended | 
that salesmen submit informal! 
monthly sales prospect summaries | 
projecting from three to six months | 
ahead. Every three months, he 
said, these reports should be more 
formal, and they should be pro- 
jected about a year ahead. 

The major value of these re- 
ports, Mr. Bahm said, is that they 
can help to spot quickly both the 
opportunities and problems being 
encountered by the new product, 
thus helping to keep under control 
the inevitably expensive job of 
new product introduction. 

An additional advantage, he 
pointed out, is the psychological 
value to the salesman of working 
toward sales goals he helped form- 
ulate. 


Hollister Buys Weekly 

Lloyd Hollister, publisher of a 
five-paper weekly chain on Chica- 
go’s North Shore, has purchased 
controlling interest in the Review, 
Evanston, Ill., weekly. The Evan- | 
ston news magazine was founded 
in 1925 by the late Edward R.| 
Ladd, who died in January. 


Joseph Ptacin Joins Zenith 
Joseph Ptacin has been ap-| 
pointed sales promotion manager 
of Zenith Radio Corp., Chicago. | 
He formerly was advertising man- | 
ager of Florence Stove Co., and 
prior to that was with Admiral 


Corp. | 


3rd in a Series on Chicago TV’s Top Participation Programs 


“MY LITTLE 
MARGIE” 


Favorite Morning Program 
With Audiences and Adver- 
tisers Alike 


A former successful nighttime program, “My Little Margie’ is the 
highest rated morning show on Chicago television available for par- 
ticipations. An average quarter hour rating of 4.5°. in ARB and 6.1% 


in Telepulse in March. 


WGN-TV not only delivers top audiences at lowest cost-—BUT 
WGN-TV reaches more people than ever before with MAXIMUM 
POWER from the HIGHEST TOWER in Chicago. 


For further information on Chicago’s top participation programs write 
to Mr. Ted Weber, WGN-TV Director of Sales, 441 N. Michigan Ave- 


nue, Chicago 11, Illinois. 


Telecasting With 
MAXIMUM POWER 
From The 
HIGHEST TOWER 


4, 
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WCAU-TV Raises Rates 


aeons WCAU-TV, Philadelphia, has 
AL MATRIXES MA i i " 
penne s anes MOS vocusee increased its over-all rates from 
MARKS, SYMBOLS, AND SPECIAL 8% to 25% and has realigned 
MADE To’ OnDER POR AL Ings. Class C time. The hourly base rate 
CAS PRICED AS LOW As $25. |for Class AA time has been in- 
GUARANTEED SATISFACTION jcreased from $3,000 to $3,250; 
IMPRINT MATRIX COMPA: Class A from $2,000 to $2,200; 
BOX 192-¢ GRANTSBURG, WIS. || Class B from $1,500 to $1,700; | 
|Class C from $1,100 to $1,250, and 
|Class D from $600 to $750. 
: | 
& Gain... Again! 


OF ALL S.C. SALES 
WILL BE MADE IN 


AT LEAST 25% 


HERE'S THE 1955 RECORD 


According to SALES MANAGEMENT S 
Moy 10 1956 Survey of Buying Power 


POPULATION 

INCOMES 

RETAN SALES 
Bocd 
Baling. Drinking Places 
General Merchandise 
Appare! 
furn., Whoid, Appl. Radio 
Automotiv< 


= > beta finials talermed by register od ie har 
+ we Gemade, and et the whisky  Serstare fp, 


there are oe ad 
tren — 


 etendiag Qos Wersing BOWES and SEWCEMD hate cntnand woe 


| Ree we As create. 


Cwatenes 
CIPOSE THEM BASCALITY SECACSE TRE RUSS WHEY BS ROTTED & 


CANADIAN CLUB” WHISKY, 


OTHER SPURIOTS CANADIAN WHISKIES 


a aes 
j r a CASTELS TORONTO CLUB 
a *% CANADIAN BYE Wat 
ad wertbueg:? 
PEOPLE VENPORT 


A SPADE IS A SPADE—Advertising, circa 1880, could be forthright, as 
this Hiram Walker blast shows. Ads like this were part of a cam- 
paign against imitators of Canadian Club whisky and appeared in 
cities where offenders traded. This picture, taken from Hiram Walk- 
er historical files, appeared in a recent issue of the company’s mag- 
azine, “The Round Table,” which traces the history of Canadian 
Club from company beginnings nearly 100 years ago to the present. 


Westinghouse Offers Double 
Guarantee on Vacuum 
Westinghouse is offering a dou- 
‘ble guarantee on its Carousel 
vacuum cleaner which gives the 
purchaser five years of perform- 
ance protection and a guaranteed 
trade-in value of $20 on a new 


|house will promote its cleaner 
'through local advertising as a part 
lof the “Watch Westinghouse” cam- 
|paign. The Carousel will also be 
|\demonstrated by Betty Furness on 
“Studio One” and will be fea- 
| tured in national magazine adver- 
| tising. 

| Westinghouse also is planning 
an added push for its electric fans. 


Take a tip from Mr. Perc 


“For the person responsible for the 
promotion and sale of products 
for industry, there is no publication 
which equals or even approaches 
IM as a source of ideas and 
inspiration. All our key men in 
sales, sales promotion and marketing 
read IM regularly.” 


says Allan L. Percy Advertising Manager 
Fansteel Metallurgical Corporation 
Directory Number, published June 25th. The 
only service anywhere devoted exclusively to 


the problems of selling and advertising to 
business and industry. 


Need more be said? Try the unique Industrial 
Marketing service and see for yourself at our 
risk. Year's trial (only $3) includes monthly 
copy plus 556-page Annual Market Data & 


MAIL TODAY FOR TRIAL—MONEY BACK IF NOT SATISFIED -——————_ 


Yoo 


To: INDUSTRIAL MARKETING, 200 £. lilinois St., Chicago 11, Illinois 

My Name = Title i ~octenaiibicins 
Nature of 

Company _— — Business. 

Street. —— . — " 

City . a —— OO SE 

[) $3 enclosed C) Bill firm C) Bill me No extra postage Canada or Pan America; Add $2 a year foreign. 


iM 1S A SISTER PUBLICATION OF ADVERTISING AGE AND 


ADVERTISING REQUIREMENTS 


will be advertised on “Studio One” 
for 10 weeks during the height of 
the fan selling season beginning in 
mid-May. 


model in the sixth year. Westing- | Gemex Watchbands, Columbia 


Pictures Join in Spring Push 


| Gemex Corp., Union, N.J., has 
|joined with Columbia Pictures 


Corp., New York, in a spot radio 
and point of purchase campaign 


|designed to sell Gemex watch- 
'bands and the forthcoming film, 


“The Eddy Duchin Story.” Kim 
Novak, co-star of the film, will 
make a sales appeal for the watch- 
band on a series of one-minute 
spots over 375 radio stations. She 
will be introduced with credit to 
the Columbia film, and the theme 
music from the film will be 
played. 

Miss Novak will also be featured 


|in window and counter displays | 
‘in more than 35,000 jewelry re- 


tail outlets. The promotion start- 
ed the first week in May and will 
continue for two or three months. 
Fairfax Inc., New York, is the 


Gemex agency. 


Runs Biggest Health Ad 


Mutual of Omaha will run a 16- 
page ad, believed to be the largest 
ever placed in a major medium for 
health and accident insurance, in 
a separate magazine section of the 
New York Times, Sunday, May 13. 
Roberts & Reimers, New York, is 
handling. 


Coming 
Conventions 


May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hotel 
Cleveland, Cleveland. 

May 14-17. First Advertising Agency 
Group, annual conference, Hotel Statler. 
Boston. 

May 15-20. National Federation of Ad- 
vertising Agencies, third national con- 
vention, Waldorf-Astoria, New York 

May 16-18. Catholic Press Assn., annual 
convention, Statler Hilton Hotel, Daitias. 

May 20-23. National Industrial Adwvertis- 
ers Assn., 34th annual conference, ~almer 
House, Chicago. 

May 21-22. Seventh annual Distribution 
and Advertising Forum, Chicago Tribune, 
main studio, Station WGN, Chicago. 
| May 24-27. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 25-26. Midwestern Advertising 
Agency Network, 2nd quarterly business 


meeting and advertising clinic, Hotel 
Schroeder, Milwaukee. 
June 3-6. National Sales Executives 


International Distribution Congress and 
Sales Equipment Fair, Conrad Hilton Ho- 
tel, Chicago. 

June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 
Stratford Hotei, Philadelphia. 

June 10-13. Poster Advertising Assn. of 
Canada, Thousand Islands Club, Alexan- 
dria Bay, N. Y. 

June 17-19. New England Newspaper 
Advertising Executives Assn., summer 
meeting, Sebasco Lodge, Sebasco Estates, 
Me. 

June 17-22. National Advertising Agen- 
cy Network, 25th annual management 
conference, Oyster Harbors Club, Oster- 
ville, Cape Cod, Mass. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Clas- 
sified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

June 28-30. Newspaper Advertising Ex- 
| ecutives Assn., summer meeting, Empress 


, Its dealer cooperative advertising | Hotel, Victoria, B. C. 
‘expenditures will be increased by| 
|50% over last year, and the fans/ >, - Lakes, Wis. 


June 29-July 1. Northwest Daily Press 
Assn., summer meeting, Northernaire, 
July 22-27. Photographers’ Assn. of 
America, annual convention and trade 
| show, Conrad Hilton Hotel, Chicago. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
| tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, Sham- 
rock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., 
fall meeting, Westchester Country Club, 
Rye, N. Y. 
| Oct. 1-3. Direct Mail Advertising Assn., 


| annual convention, Hotel Statler, New 
York. 
Oct. 8-10. American Photoengravers 


Assn., 60th annual convention and exhib- 
it, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn., 
| Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Assn. of National Advertis- 
ers, annual meeting, Drake Hotel, Chicago. 

Nov. 11-15. Outdoor Advertising Assn. of 
America, Hotel Ambassador, Los Angeles. 


Williams Changes Name 
Williams Advertising Agency, 
Kalamazoo, Mich., has changed its 
name to McLain & Associates Ad- 
vertising. The agency was pur- 
chased by N. Baird McLain, who 
had been with the company since 
1945, after the death of W. J. Wil- 


liams in 1954. 


‘We've Got Something to CROW About! 
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Chicago, mL 
1323 S. WABASH 


FILMACK 


NEW YORK, WY. 
341 W. Mth ST. 
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Hat Corp.'s Salesky Believes Ads Have 
Enough Men ‘Bothered’ to End Hatless Trend 


NEw York, May 8—“If the hats 
don’t bother the people, the peo- 
ple won’t bother the hats.” This is 
a favored expression of Bernard 
L. Salesky, president of Hat Corp. 
of America, manufacturer of 


Dobbs, Knox and Cavanagh hats § 


for men. 

And he believes today’s new 
styling and selling approaches have 
“bothered” people enough that the 
hatless trend finally has been 
stemmed. “We've turned the cor- 
ner,” he told AA. 

Another of his strong beliefs is 
that a man’s hat is the one item of 
apparel that must be branded. “It’s 
the one label that other people no- 
tice. No one sees the label in your 
shoes, your shirt, your tie, but the 
label in your hat is continually be- 
ing put on display. 

“A hat label is kind of like a 
Phi Beta Kappa key. Men like to 
show it off. It appeals to their 
sense of pride.” 

A third point Mr. Salesky made | 
is that “hats must be pre-sold to 
the public and the retailer through 
national advertising. I keep say- 
ing that we must put money into 
ads just as we put money into| 
machines or a new building,” he) 
said. 


s The forthcoming campaign for | 
Dobbs hats—prepared by Grey) 
Advertising—reflects Mr. Salesky’s 
beliefs in that it is built around 
(1) new and varied styling (2) 
prestige of label and (3) mass ad- 
vertising. 

For the first time, Dobbs is | 
switching from fashion magazines | 
to Life and the New York Times | 
Magazine, plus Esquire and For- 
tune. Ads will run from Septem-| 
ber through December. 

Also for the first time, Dobbs is | 
using photographs in its ads in-| 


stead of the usual sketches. “Most | nobbs Overtone hat has a gracious | 


men’s hat ads look the same; cover 
up the brand name, and you can’t 
tell one from another,” Mr. Sales- 
ky maintained. “We’re aiming for | 
credibility in non-posed, animated, | 
photographs.” 

In each ad, the Dobbs label 
looms large in one corner of the 
photograph, and the copy de- 
clares: “Inside is that famous| 
Dobbs label—your label of dis- 
tinction. It’s the Dobbs.” 


= The new campaign has been di- 
vided into five major promotions, 
and will expend more in six 
months than Dobbs previously has 
spent in an entire year. Each pro- 
motion introduces one new hat 
style, with an ad theme that stores 


DUDS 


Dobbs makes hat listers with 
the new Top-Level 


ape hey 


YO HO HO—Dobbs Top-Level hats 
are “swashbuckling,” according to 
a campaign to start this fall. This 
ad will appear in Esquire, Life and 
New York Times Magazine in Sep- 
tember and October. Grey Adver- 
tising, New York, is the agency. 


can pick up and dramatize. 

For example, a pirate and his 
parrot makes the swashbuckling 
background for the ad boosting 
the Dobbs Top-Level, a  flat- 
crowned, wide banded style rem- 
iniscent of pirates’ headgear. 

“Dobbs gives the ‘Italian look’ 
an American touch” is the headline 
for a moody photograph of an 
Italian cafe scene—and the hat 
called the Dobbs V.V.L. (Very, 
Very Light). 

The Christmas promotion (“The 
one gift a man can’t get enough of 


|—a Dobbs”) shows Father happily 


balancing his little girl and a lap- 
ful of Dobbs hat boxes. 

The ad that promotes the “won- 
derful cashmere feeling” 


East Indian woman, complete with 


sari and cast mark, smiling in the 
background. 


“The Dobbs 
all the lives you lead” is the head- 


line about the company’s soft felt | 
hat that takes any shape the wear- | 


er thinks up. 


s One major request that Mr. 
Salesky made of the Grey agency 
was that he wanted his salesmen 
to be salesmen, not porters. He was 
referring to the plight of the hat 
man who must juggle a carload of 
hat boxes to show his line to a 
buyer. 

The agency’s answer is a natty 
4”x16”x18” leather case. Filed in- 
side is a folder for each of the five 
special promotions. Each folder 
contains an ad proof and swatch 


of a} 


Double Life—for | 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspopers, as an advertise- 
ment or a news item... We 
read practically all the daily 
and over 6000 weekly news- 
papers. We've been doing it 
quickly, professionally and inex. 
pensively since 1886. 


CONSOLIDATED £!ixs surcaus 
431 souTH —" aciee’s Ue 


170 FIFTH AVENUE, NEW YORK 10, WN. Y. 


card to illustrate the hat, plus ex- 
amples of all the merchandising 
aids that go with the promotion— 
counter cards, ad blowups, radio 
and tv commercials, newspaper 
mats. 

A sixth folder similarly illus- 
trates Dobbs’ standard hat line, 
and a peep-hole display card 
singles out the best-selling colors 
for each style. 


Stout Agency Merges with 
Applegate Advertising 

George W. Stout will merge his 
agency, George W. Stout Inc., New 
Castle, Ind., with Applegate Ad- 
vertising Agency, Muncie, on 
June 1. The Applegate name will 
be retained for the combined 
agency, and Mr. Stout will be- 
come a vp and administrative di- 
rector. M. Ray Applegate, found- 
er of the agency, is president. 

For 23 years prior to forming 
his own agency in 1948, Mr. Stout 
was advertising manager of Per- 
fect Circle Corp., Hagerstown, 
Ind. Since then he also has been 
advertising counsel to the National 
Standard Parts Assn., wholesaler 
|division, and executive secretary 


of the Automotive Advertisers 


Council. 


vl 


| North Consolidates in Mart; 
Arthur Grossman Expands 


| KFX] Marks 30th Year 


j its call letters to KREX. At the 
KFXJ, Grand Junction, Colo.,| same 


time, KFXJ-TV became 


North Advertising, Chicago, is celebrated its 30th anniversary| KREX-TV, while observing its 
consolidating its operations 4 by | May 1 and on that date changed second anniversary. 
© | moving all of its offices into the 
Merchandise Mart. The account! » Sa oc ee : . , : 
groups and art and production de-| P “a | 
»|partments remain where they are) | 
© |on the 11th floor, while the media, | | IN CANADA 
| research, personnel and accounting | ' 2/, 
|departments have moved to the! more than ‘ ards 
F | 14th floor from former offices on} jg ¢ 
Michigan Ave. of all major 
Arthur Grossman Advertising, | 
Chicago, has moved to larger quar-| | goods and se-vices 
ters within the Merchandise Mart. 
sold in Toronto 


Its new offices occupy 7,000 sq. 
ft. on the eighth floor. 


are bought by 


readers of the 


TORONTO 
DAILY STAR 
80 KING ST. WEST 


“SOURCE: Gruneau Research Survey, 1955 — 
bi. Rt <b | 


Slenderella Buys Radio 
Slenderella International, Stam- 
ford, Conn., will sponsor a daily 
five-minute broadcast on 18 sta-| 
tions of NBC’s western radio net- 
work, starting June 4. Marjorie 
King will give advice on personal 
problems on the show which is 
called “Speaking of Love.” Man- 
agement Associates is the agency. 
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We're willing to concede that the storied Buddha 
of Kamakura isn't often faced with a Point-of- 
Purchase problem. In fact, it’s years since we've 
heard from him. 
Just a few months ago though, we heard from 
an advertiser of beauty and cosmetic products 
who was having the devil’s own time getting 
adequate display space for his line in super- 
markets. Working hand-in-glove with his 
merchandising department, we developed a 
point-of-purchase promotion that won ready 
acceptance from display-jaded supermarket 
dealers. In less than 6 weeks, 7200 display 
promotions were bought, placed and found 


Another 


Point-of-Purchase 


problem effective in as many stores. 

Are you interested in hearing what we can do 
for you? We'd like to work hand-in-glove with 
your merchandising department to help you win 

solved more sales at the only po/nt a sale is ever made. 


We think we can help. We've been at it now as 
long as the modern concept of point-of-purchase 
has existed. P-O-P? Just call or drop a line to 
any of our offices listed below. 


MERCHANDISING 


when you think of Point-of-Purchase think of 
Retterlinus 
LITHOGRAPHIC MANUFACTURING CO, 


PRIMOS, PA. ad NEW YORK © CHICAGO 
A suburb of Philadelphia 25 West 43rd Street, 18 221 North La Salle Street, ! 


LITHOGRAPHY 
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Take Advances in Stride. 
Is Copy Chief's Suggestion 

To the Editor: Hear Ye! Hear 
Ye! The forces of moderation will 
now come to order! 

When, oh when, will the adver- 
tising business smarten up enough 
to stand aside from each individu- 
al ideological dog-fight . . . to wait 
until the light is discernible from 
the heat? 

True enough, the hard-~sell boys 
seem to have had their innings. 
They fast are becoming labeled 
“old hat.” 

Today the forces of motivation- 
al research are on the rampage. 
Their battle cry rings loud and 
clear, “This is it. The true religion. 
Join us or be junked.” 

Comes now still another school 
which, if you can believe what 
you read about it, is devoted to 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


the idea of building a product 


image (or product personality, if 


you prefer to cal! it that). 


The successes of these two lat- 


| ter schools, separately and in con- 
cert, have been impressive. Both 
by design, and by accident, they 
have racked up some really bright 
sales successes. To name a few: 


Pepsi-Cola, Hathaway, Marlboro, 
Schweppes, Modess, Hamm's 
Beer. And there are others. 

| Are these shining examples 


really so different? Or, actually,| 


do they represent evolutionary 
improvement in advertising? 
There is, it seems, a bare possibil- 
ity that these triumphs are the 
result of a better understanding 
of some truths we already knew. 

Take for instance, two products 
of the Burnett-Ogilvy axis of ad- 
vertising. 


_counter and tell the clerk, “I want 
to be a big, rugged, tough, he-man 
type. Gimme a pack of Marlboros, 
and no lip!” 

Smart guy Leo; he doesn’t make 
you do this. He rationalizes quite 


cussed eyepatch series. This Ogil- 
ivy chap is using something you 
and I learned in advertising kin- 
dergarten, and then promptly for- 
| got. He is using a highly emotional 
promise backed by a logical ra- 
tionalization ... but with a differ- 
ence, as is the habit of genius. 
One of these is that he has not 
forgotten that pictures speak the 
language of emotion. That words 
lare tools of logic. 
You don’t think so? Then man, 
ithink again, for you haven’t really 
read the beautifully logical words 
he wrote about shirts under those 
emotional blockbusters, the photos 
of the guy wearing the eyepatch. 
Burnett is on target, too, with 
his tattooed gents. The guys in 
this series fairly drip virility. But 
| who’s going to sashay up to a cigar 


First, the much cussed and dis- | 


Mos 2 In ‘inaitete ‘ 


THE OMAHA WORLD-HERALD 
SELLS HOLDREGE, NEBRASKA 


ee Ie | 
Coverage = 77% Daily = 100% Sunday 


Just 1 of the 650 Nebraska and Western Iowa Communities 
Where The World-Herald can make 


*<. 
217 Miles from Omaha 


your sales and advertising effective 


Get the details on how you can use this single medium—The 
World-Herald—to sell this 2-billion dollar market... contact 
O’Mara & Ormsbee, or write the National Advertising Depart- 
ment of The World-Herald. 


calmly about: flavor, filter, flip- 
top box. So you soak up the emo- 
tional dynamite in the pix—then 
jhave at least three “outs.” 

All of which is to say that cer- 
tainly there is need for motiva- 
tional research in advertising. And 
for other kinds of research, too. 
|God knows, we know all too little 
jabout what really motivates a 
sale, 

There also is room for a fact or 
two, particularly when you want 
to rationalize an emotional prom- 
ise; something that sometimes is 
better not put into words. 

As for the product image? Well, 
the really strong brands have the 
right one these days—or else. 

Methinks we'd be a bit smarter 
to use all three of these elements 
jas pieces in the advertising jig- 
|saw puzzle—each in its proper 
place—rather than to hail each 
new “discovery” as the begin-all, 


ceed tat ne Mad ahead he 
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so many merchant-owned-and-op- 
erated trading stamp companies 
are springing up from coast to 
coast. 

And these are the reasons why 
trading stamp companies will con- 
tinue to flourish, so long as the 
consumer is so responsive. 

A suggestion: Could trading 
stamps be a symptom, rather than 
the disease described by Mr. Bro- 
mann? Is it possible that, in 
an era when consumer discretion- 
ary spending power has reached 
an alltime peak, continued promo- 
tion of low-price specials has lost 
some of its appeal? Is it possible 
that some housewives want a bak- 
er’s dozen more than the intangible 
advantages of automatic retailing? 

STuART STANDISH, 

Premium & Trading Stamp Di- 

vision, Belnap & Thompson 

Inc., Chicago. 

+ a 


Finds Woolf's Ad Groups 
Too Tidy for Comfort 

To the Editor: Compliments to 
James D. Woolf for a neat job in 
your April 30 issue; his divisions 


end-all of advertising. 

Let’s not be guilty of patent 
|medicine-ism! Rather, let’s try to 
junderstand these advances as, 
they come along and put them to 
| work as useful parts in the scheme | 
|of things. 
| By now you're asking, “Why | 
ain’t you rich?” And it’s a good 
question. One on which I have the 
research department working. 
|Depth interviews and stuff—you 
| know. 
GLENN E. MarrINn, 
| Copy Chief, Campbell-Mithun, 

Chicago. 

+ ° . 
Lists Reasons for Optimism 
About Trading Stamps 

To the Editor: “Stamp plans are 
| suicide” was the statement attrib- 
juted to Charles H. Bromann, ex-| 
| ecutive secretary of the Associated | 
| Food Retailers of Greater Chicago, | 
jin your April 23 issue. 
Mr. Bromann was quoted as say- 
jing that stamp plans force the re- 
|tailer to “absorb the 2% or ruin) 
‘his competitive position by in-| 
creasing prices. Either way is a 
|sure road to economic suicide.” 
| Let’s look at the facts: 

1. Stamp plan costs vary, de- 
| pending on the plan—not a flat 2% 
}as Mr. Bromann stated. 
| 2. Stamp plans do increase vol- 
ume. There is no possible rationale 
|'which can explain away the 20%, 
30% and even 40% increases in 
volume which have resulted from 
the launching—and intensive pro- 
motion—of trading stamp pro- 
grams. And, in most cases, the first 
group of food stores to promote a 
plan in an area usually hangs on 
to its sales gain. 

3. Stamp plans are being oper- 
ated for less than 1% of gross. In 
fact, we can point to several plans 
which have been in operation for 
two years and are being operated 
for % of 1% of gross. 

4. Non-redemption of stamps is- 
sued actually does help reduce the 
cost of stamp plan operation to 
less than 1%, if the stores using 
stamps operate their own stamp 
company. 

5. Merchandise profit is another 
important reason why trading 
stamp plan costs can be trimmed to 
1% or less. In fact, merchant- 
owned stamp companies can earn 
sufficient profit from merchandise 
markups to cover operating costs. 

6. There are other ways in which 
trading stamp companies can re- 
duce costs. In fact, an alert—an 


Omaha 
World-Herald | 


251,549 Daily 262,462 Sunday 
Publisher's Statement for September 30, 1955 
O'Mara & Ormsbee, National Representatives 
New York * Chicago * Detroit * Los Angeles * San Francisco 


\trading stamp company can make 
|that company pay him a signifi- 
|cant profit. Instead of costing 2% 


experienced—operator of his own 


of gross, stores which operate their 
own stamp companies actually are 
making a net profit on the stamp 
operation. 

These are the facts, whatever 
Mr. Bromann’s emotions may lead 
him to believe. 


for advertisements were as clear- 
cut as an I.B.M. machine’s. 

I liked it fine, found it very 
convincing, until I put into his 
compartmentalization hopper one 


j« my recent babies and it came 


ae. 


« 


a 


SUIDE-ABILITY 
that meons longer life 


out hash. It fell between all stools: 
a mixture of No. 1 (reason why), 
No. 5 (nuts-and-bolts) and No. 7 
(tell-it-with-pictures) . 

It is a matter of curiosity with 
me: have other advertising men 
found their brain children similar- 
ly mangled by trying to fit them 
into Mr. Woolf’s tidy classifica- 
tions? 

JAMES J. POLLARD, 

Assistant to the Advertising 

Manager, Manning, Maxwell 

& Moore Inc., Stratford, Conn. 


Cartoons Have Become 
Symbol, Reader Tells Woolf 


To the Editor: I normally am 
not one to pick up my ten fingers 
to write someone that writes a col- 
umn. In James D. Woolf’s case I 
have to make an exception as he 
expressed what I feel is a subjec- 
tive opinion on what ideas are. 
“To sum up, people do not buy 
things; they buy IDEAS. Cartoons, 
gags, jingles, ‘cuteness’ and other 
circus devices are not ideas.” 

John Dewey on the subject: 

“An idea is a method of evading, 
circumventing or surmounting 
through reflection obstacles (prob- 
lems) that otherwise would have 
to be attacked by brute force.” 

The first point I would like to 
make is that if these “cartoons, 
gags, etc.” can appeal to man’s de- 
sire for happiness, can not they 
then appeal and give benefits? 
Would not it further follow that 
perfectly relevant copy that ap- 
peals to human wants or problems 
can be further aided by the added 
appeal to happiness if they are 
wedded? Does not then it become 


And these are the reasons why 


possible to have better advertising 
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solutions with say animated tv|tistnc Ace misinterprets the visu-|stops and the other takes over. 
commercials, than with straight| als given for TvB. “This fast paced | 
sell...for the same reason that) film” referred to was a Cellomatic, 


even ads of the same type some- 
times fail miserably? 

I think Mr. Woolf certainly gave 
support to my hypothesis by his 
very logical criticism of the 
“skunk works” Angelique ad (AA, 
March 12) in that this is exactly 
the antithesis of the pleasant hap- 
piness feeling that can be appealed 
to. Cartoons then become positive 
symbols, and I feel that as long as 
the cartoon is relevantly tied in to 
the appeal of the ad that the illus- 
tration can be termed an integral 
part of the idea—yes idea. 

Possibly, of course, Mr. Woolf 
does not wish to be happy. At any 
rate I find his column most stim- 
ulating and certainly I could have 
not created my solution above if 
he had not created a problem for 
me and stirred my imagination. 

Rosert H. SPENCER, 
New York. 


‘Salesense’ Chapters Going 
to Japanese Admen | 

To the Editor: I have appreciat- 
ed Mr. Woolf’s book “Salesense in 
Advertising.” Most of chapters are | 
so valuable to us engaged in ad-| 
vertising business in Japan that) 
I have got an idea of introducing | 
them to many Japanese interested | 
in advertising. 

This is the reason why I am) 
taking the liberty of asking you if 
you would permit me to introduce 
in some business bulletin sum- 
marizing its contents. 

In my plan, most interesting 100 
chapters will be successively intro- 
duced in some monthly bulletin 
which is published by an adver- 
tising agency and not placed on 
the market for sale but distributed 
to the concerned. 

I hope you would take my pro- 
posal into your account. 

H. KAWAKATSU, 
Tokyo, Japan. 


Wiseman Hit the Spot 

To the Editor: Mark Wiseman’s 
first article in your April 23 issue 
is the soundest and most needed 
piece of advertising discussion I 
have seen in a long, long time. 

Congratulations on your vision 
in bringing this subject into focus, 
by the one man who is probably 
best qualified to treat it dispas- 
sionately and constructively. 

We're looking forward to the 
following article with greatest in- 
terest. 

FREDERIC KAMMAN, 
Kammann-Mahan Ince., Cin- 
cinnati. 

The second Wiseman article ap- 
peared April 30. 


Wonders What's the Oldest 
Agency-Client Relationship 

To the Editor: From time to 
time, I’ve enjoyed reading ADVER- 
TISING AGe’s editorials on account 
changes and their causes. Your ed- 
itorial of April 30 was especially 
rewarding. I personally feel that 
there is substantially very little 
reason in most cases for switching 
agencies. It actually boils down to 
a personality factor. 

While reading this last editorial 
I began to wonder who holds the 
record for the oldest agency-client 
relationship. What account has 
been with what agency for the 
greatest length of time despite 
management changes on either 
side? Can you satisfy my curiosity 
on this score? 

Lioyp S. Howarp, 

Lloyd S. Howard Associates, 

New York. 

Would any reader like to suggest 
a candidate? 


. * a. 
Cellomatic Describes Screen 
Technique of TvB Film 


To the Editor: Column one, Page 
119 of the April 23 issue of Apver- 


production which we call Cello- 
rama. It was accomplished by the 
use of two extra capacity projec- 
tors. 

Cellomatic developed, exclusive- 
ly for the Television Bureau of 
Advertising, the extra wide 22x10- 


ft. screen technique using two pro-|ularly, the combinations possible arising. 


jectors. The method employed 


permits greatly increased anima-| 
tion possibilities without any line | 
down the center indicating two) 


projectors are being used. In fact, 


there is no technical limitation on | 


the number of projectors that 
could be used and at no time could 
a viewer tell where one projector 
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|English Reader Spots an | vals regarding furniture are given 

The effects are achieved by Error in Ad-Sales Table as: 17.8, 4.0, 37.8, 4.4. I assume 4.0 
overlapping the projection area in’ To the Editor: I have been iS a typographical error and that 
the center % of the screen. This very interested to study your in-|it should be 40.0. I would be very 
makes it possible to control the|sert of the University of Illinois| lad if you could confirm this. 
area of projection by each ma- and ApverTISING AGE study of ad- _ G. Ivan Gate, 
chine to any part of %, %, or % | vertising as per cent of sales (AA,| Research Officer, Institute of 
of the screen at any time and Jan. 30). Practitioners in Advertising, 
since each Cellomatic projector! As you obviously know well, this) London, England. 


uses two projection sources reg-|js a question which is always| ‘Sharp-eyed reader Gale is cor- 
| rect—4.0 should be 40.0. 


are a challenge to only the un-| 
imaginative. ‘swer: “It all depends,” one has 
The light intensity was in-|information as to what American 
creased almost 50% over past per-| business is doing in this connec- 
formance, using 8,000 watts per'| tion. 
projector. There is, however, one point 
which I would like to raise with 
you in Table IIl—figures of distri- 
bution by per cent-of-sales inter- 


Now, having given the right an-| 


SIMPSON-REIE 
~ ishe Rep 
O. A. ZAPEL, 


President, Cellomatic Corp. of 
Illinois, Chicago. 


KFMB-T 


WRATHER-ALVAREZ BROADCASTING, INC. 


STILL FIRST IN SAN DIEGO-AMERICA’S MORE MARKET 


Represented by 


Edward Petry & Co., Inc. 


SAN DIEGO. CALIF. 
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Movie Tickets Ott red | . 
in Promtinm Program Exporter Predicts 


Cinema Diorama Advertisers, : 
New York, is expanding its promo- U. S. Ad Techniques 


ser icengned to step up sales of Will Succeed Abroad 


participating products in groce 

outlets and, at the same time, rao MONTICELLO, ILL., May 8—With 
crease motion picture theater at-| only minor variations to fit local 
tendance. The premium program conditions, American advertising | 
provides movie tickets worth $2)|and sales promotion methods will | 
for two proofs of purchase for any | be successful overseas, J. Theodore 


one or more of the participating| Wolfson, president of Maremont 


“| WON'T WEAR A THING - 


“| WON'T WEAR A THING ‘ 
oT TOWNE AND KING!" 


~~ BUT TOWNE AND KING!” 


ACTION BALLOONS 


products, plus $1.50. 

Currently the plan is in opera- 
tion in New York, New Jersey and | 
Connecticut. Participating adver-| 
tisers include Consolidated Cigar 
Sales Co., Borden’s instant coffee, 
Borden’s Starlac, Scott’s facial tis- | 
sue, Good Luck margarine, Hoff- 
man beverages and Ipana tooth- | 
paste. 


Paynter Named Ad Director 

William K. Paynter has been) 
named director of advertising and 
public relations of Connecticut) 
General Life Insurance Co., Hart- 
ford. He was formerly manager of 


the sales promotion department. 


| everywhere are fundamentally the 


|seas would require minor modifi- 
| cations in advertising. 


}column sizes. 


| 


; 


Balloons that Fly, Zoom, Roar, 
Whirl. Balloons that demand — 
and get — full customer atten- 
tion. Balloons that are WANTED 
by every kid in the land! 


Oak's colorful Action Balloons 
are tops as premiums or give- 
aways. Space for your name or 
ad. Write today for details and 


prices. 


The OAK Ruaser Co 


| International Corp., Chicago ex- 
porter, predicted here last week. 
Addressing the University of 
Illinois’ Institute of International 
Trade, Mr. Wolfson said “People 


same ...they respond yee to 
the same stimuli and appeals... It 
is not necessary, therefore, to cre- 
‘ate new promotional devices and 
advertisements with special ap- 
peals overseas.” 

He noted, however, that sever- 
al factors in local conditions over- 


1. The obvious language differ- 
ence. 

2. Advertising conditions—for- 
eign countries are years behind 
the U. S. in the development of 
advertising and sales promotion, 
some countries much more behind 
than others. 

3. Media variations—there are 
practically none with national 
coverage outside the U. S. There 
are also differences in page and 


4. Literacy—the audience you 
want to reach may be illiterate, 
thus limiting practical media. 

5. Local customs and habits— 
certain media may not exist, such 
as radio in England where the 
British Broadcasting Corp. allows 
no advertising. In other markets, 
newspapers may be commonly 
used and accepted as the proper 
medium for ads which in the U. S. 
would be placed in business pa- 
pers. 


Offers Junior Osterizer 

John Oster Mfg. Co., Milwaukee, 
is introducing Mom and Daughter 
Osterizer blenders through news- 
papers and business papers this 


spring. For Mother’s Day, the com- 
pany is giving away a junior-size 
Osterizer (battery operated) with | 


| Waukee, is the agency. 


mes 


ila ee 
says CYRIL OLDFIELD, het red builder. 


MILBANK, SO. DAK., May 26—Cyril is 

teadying his jalopy {or 2 drive to Lubbock, 
+ where he w'll take his final exams in wire 

tapping at Texas Tech. His heap (if you will 
pardon the expression) is « Crosley station 
wagon powered by 2 1956 Cadillac motor. 
Power braking is achieved by a drag device 
weighing more than Cyril. “You gotta dress 
for i; Cyril says. “Except for pants and shoes, 
everything you can sce is Towneiia™ 

Towneiia Sweate: Shirts; premium quality 
imported fibres. 6 California colors; $-M- 
L-XL — 10.95. Crew length sox in matching 
colors; 1044-13 —1.75 

TOWNE AND KING, LTD. 

Coordinated Knitwear 
5393 Broadway, Redwood City, California 


‘TESTIMONIALS’—Towne & King Ltd. 


is using a series of simulated tes 


timonials, including these two, to 


promote its men’s knitwear. 


Latin American Market 
Guide Published 


The 35th annual edition of the} 
“Market Guide for Latin America” | 


has been published by American 
Foreign Credit Underwriters Corp., 
253 Broadway, New York. The 
book gives financial and credit rat- 
ings for more than 110,000 individ- 
ual buyers and sales representa- 
tives, plus market data on each 
country. 


Price Joins Palm & Patterson 

Porter B. Price, formerly with 
Henri, Hurst & McDonald and Bat- 
ten, Barton, Durstine & Osborn, in 
Chicago, has been named art di- 
rector of Palm & Patterson, Cleve- 
land. 


Schecter Joins Emerson Radio 
Harry Schecter, who recently re- 


Corp., Jersey City, N. J. 


| WHA and still growing 


REMARKABLE ROCKFORD 


226 SLcbibhe e Ravenna, Omo 


West Rockford, H.S. 


1955-1956 
State Basketball 
Champs 


134,448 A.B.C. Cl 
441,222 A.B.C. RET 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


Taal Nationally by Geshe, Kuiders & anil tea 


Rockford, Illinois is growing faster 
than ever before in its history. Two 
more huge new factories are about com- 
pleted and ready to go into production. 
Over $10 million in new retail outlets 

. including new Sears and a new 
Goldblatt store . . . started in 1955 are 
opening this spring. The expansion is 
continuing with a new $5 million fac- 
tory covering six city blocks to be 
started in March. You can take advan- 
tage of this extraordinary growth. 
Advertise your product or service in the 
Rockford Morning Star and Register- 
Republic for complete coverage of this 
rich 13-county trading area of northern 
Illinois and southern Wisconsin. Four- 
color press facilities can add to your 
campaign's selling punch. 


ZONE 


TRADING ZONE 


"says HECTOR LIBERACH!, pog@ffict champ. 


SNOWBANK, ALA., May 28 — 
Rated the fastest man on a pogo stick 
since St. Vitus, Hector circled his old 
man’s barn on his bouncing broomstick 
in 7.3 sec. flat, a new record. Hector's 
hobbies are taxidermy, fiddlin’ and 
girls. Whea interviewed, he said 
modestly, “"Twarn't nuthin’. I had a dry 
track” Hector, a 7-color sweaterman, 
says Townella Sweater Shirts are his 
four season favorite. 

TowNeLta Sweater Shirts; premium 
quality imported fibres. 6 California 
colors; S-M-L-XL — 10.95. Crew length 
sox in matching colors; 1044-13 —1.75. 


- | TOWNE AND KING, LTD.. 
Coordinated Knitwear 


595 Broadway, Redwood City, California 


Towne & King Uses 
Feigned Testimonials 
to Push Men’s Wear 


Repwoop City, CAL., May 9— 
Towne & King Ltd. takes a gentle 
poke at testimonials in a “celeb- 
rity series” of small-space ads 
scheduled to run this year for its 
line of men’s knitwear. 
| The series will consist of eight 
simulated testimonials, done in 
| newspaper style, complete with 
dateline. All ads will carry the 
headline, “I Won’t Wear a Thing 
but Towne & King.” In them, the 
company’s Townella, Kiama-Cape 
and T&K sweaters are “endorsed” 
|by such “personalities” as “Hector 
Liberachi, pogostick champ,” and 
“Cyril Oldfield, hot rod builder.” 
| Ads will run in the June, Sep- 


[the purchase of the deluxe two-| signed as vp in charge of sales for | tember and December issues of Es- 
|speed model. After Mother’s Day,|CBS-Columbia, has been named/| quire, the May 28, Sept. 10, Oct. 15 
§ |the child’s version will retail for/vp in charge of distribution for and Nov. 

| $4. 95. Mathisson & Associates, Mil-|Emerson Radio & Phonograph /ustrated and five times between 


19 issues of Sports Il- 


Sept. 24 and Nov. 15 in 57 leading 
college newspapers. 

Carson-Roberts, Los Angeles, is 
the agency. 


White King Soap Repeats 
‘Name the House Contest’ 

White King Soap Co., Los An- 
geles, will repeat its successful 
“Name the House Contest” of last 
year, backing it with substantial 
ad schedules in Sunday supple- 
ments, magazines, newspapers, tv 
and radio. The contest offers a top 
prize of a 1,500-square-foot home, 
and 120 Westinghouse Laundromat 
automatic washers. Twenty of the 
Laundromats will be given each 
week for six weeks, in weekly con- 
tests beginning May 27 and end- 
ing July 1. 

To compete it is necessary to 
enter a name for the house, and a 
20-word or less tie-breaking state- 
|ment on the reasons for the name, 
plus proof of purchase of any one 
of White King’s detergent, liquid 
detergent, soap, water softener, 
and cleanser. Media to be used in 
backing the promotion include The 
American Weekly, Metro Comics, 
Family Circle, newspapers in every 
major city of the 11 western states 
and tv commercials in all these 
cities. Erwin, Wasey & Co., Los 
|Angeles, is the agency for White 
King. 


MacDonald-Cook Adds One 
MacDonald-Cook Co., South 
Bend, Ind., has been appointed to 
handle advertising for Associates 
Investment Co., South Bend. 


Advertising Age, May 14, 1956 


Manchester-Williams Moves; 
| Appoints Three to Staff 

Manchester - Williams - Kreer, 
Chicago, has moved to larger quar- 
ters at 7 S. Dearborn St. 

It has also made three staff ap- 
pointments. Jim Roth, free-lance 
artist who was at one time with 
BBDO, Chicago, has been named 
art director; Bill King, formerly of 
John Morrell Co., becomes an 
account executive; Ed Rohrs, for- 
merly of Campbell-Mithun, has 
joined the agency as a copy- 
writer. 


Connor Advertising Bows 

Joseph Connor, formerly crea- 
tive account executive on the 
Burgermeister account with Rein- 
hardt Advertising, Oakland, Cal., 
has opened his own agency, Joe 
Connor Advertising, with offices in 
the Tribune Tower, Oakland. 


Sharp Joins Sports Network 
Roy Sharp, former traffic man- 
ager of DuMont Television Net- 
work, has been named a vp of 
Sports Network Inc., New York. 


How Armstrong 
Cork Company uses 
businesspaper's 

to gain position 

in anew field 


Heverel 


vithout heat or pressure 


OBJECTIVES: (1) To give facts 
about new Armstrong industrial 
adhesives and encourage wider 
use of existing products. (2) To 
create recognition for Armstrong 
as a major producer of industrial 
adhesives. 


SCHEDULE: Black & white pages 
in two business publicaticns. 


RESULTS: “Advertisements in 
this series have drawn up to 1,515 
inquiries, without a coupon or 
other inquiry-attracting device. 
Brand recognition surveys con- 
ducted both before and after this 
campaign had run prove that 
Armstrong, although a relative 
newcomer in this field, already is 
ranked as one of the leaders.” 


AGENCY: Batten, Barton, 
Durstine & Osborn Inc. 


yarn, building better one o, 
SF TIN: businesspapers... 2 fPR\s 
, i): better businesspaper e ™ 
Oe =o % ‘ rs 


THE ASSOCIATED 
BUSINESS PUBLICATIONS 


Founded 1906 
205 East 42nd Street, New York 17, N. Y. 
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Toigo Steiert 
Ganger Epstein Houston 
Buchen Brorby Holbrook 


BRASS AND MORE BRASS—Members of the board of directors of the 
American Assn. of Advertising Agencies gather for a picture. They 
are Walther Buchen, Buchen Co., Chicago; Melvin Brorby, Needham 
Louis and Brorby Inc., Chicago, vice-chairman, Four A’s; Robert D. 
Holbrook, Compton Advertising Agency, New York; Four A’s chair- 


man of the board; Donald Clifford, 


Doherty, Clifford, Steers & Shen- 


field, New York; Frederic R. Gamble, president, Four A’s; George C. 
Reeves, J. Walter Thompson Co., Chicago; Robert M. Ganger, D’Arcy 
Advertising Co., New York; J. H. Epstein, Fitgerald Advertising 


Meldrum 
Little 


Carey 
Harding 
Clifford 


Agency, New Orleans; Bryan H 


Holmberg Evans 
Foote 


Gamble 
ouston, Bryan Houston Inc., 


Reeves 


New 


York; Henry G. Little, Campbell-Ewald Co., Detroit; Harry Harding, 


Young & Rubicam, New York; Emerson Foote, McCann-Erickson; | 


Adolph Toigo, Lennen & Newell, New York; Earle Steiert, Richard A. 
Foley Advertising Agency, Philadelphia; Andrew B. Meldrum, Mel- 


drum & Fewsmith, Cleveland; F. 


Chicago; L. O. Holmberg, Compton Advertising, Chicago, and Trevor 
Evans, Pacific National Advertising Agency, Seattle. This picture 


was taken at the recent meeting i 


Strother Carey, Leo Burnett Co., 


n White Sulphur Springs. 


Earnings of 


Advertisers 


1955 Fiscal Year 


Earnings 
Sales Earnings per share 

Company 1955 1954 1955 1954 1955 1954 
Acme Steel Co. ....... $ 110,133,016 $ 72,563,298 $ 6,172,119 $ 3,733,083 $ 3.11 $ 1.88 
Aluminum Co. of America 848,745,207 713,004,925 87.600.808 62,000,000 4.18 
American Viscose Corp. 260,583,000 218,155,000 24,709,000 10,487,000 4 
Anchor Hocking Glass Corp. 113,787,933 103,702,994 6,134,818 5,453,916 4 
Barta GR. cocccccccse $10,126,624 776,838,791 21,653,536 22,724,336 461 4.82 
Brown & Bigelow ...... 51,551,709 51,686,357 2,128,399 2,092,477 164 15 
Guile GEE. ccccoes.- 114,863,000 118,981,000 2,458,000 1,605,000 2.12 114 
Chicago, Rock Island & 

Pacific Railroad Co. 189,381,739 187,062,645 16,988,157 15,657,138 11.18 8.82 
Coleman Co. .........- 42,014,966 41,792,695 1,277,850 1,234,338 3.04 2.92 
Dennison Mfg. Co. 34,744,000 36,911,000 2,404,000 2,160,000 3.96 3.52 
Drave Corp. ........-- 78,074,068 81,285,061 1,397,962 3,526,646 2.54 6.92 
Hamilton Watch Co. ... %28,065,682 31,157,732 1,565,569 1,573,857 4.32 4.86 
Hoffman Electronics Corp. 44,416,673 42,647,008 1,560,596 1,485.513 2.15 2.05 
Thomas J. Lipton Inc. . 87,200,000 80,778,000 3,523,000 3,123,000 52.23 46.22 
Lucky Stores Inc. ..... 44,841,656 39,960,505 779,512 682,234 93 81 
Munsingwear Inc. ...... 29,018,392 27,554,803 854,480 601,096 2.08 1.40 
Perfect Circle Corp. .... 27,764,883 22,573,000 2,247,599 1,854,000 3.14 2.59 
Pullman Inc. .........- 333,905,337 394,192,265 9,578,912 13,305,867 4.34 6.05 
Socony Mobil Oil Co. ... 1,839,349,383 1,703,574,596 207,434,017 183,805,995 5.93 5.25 
Square D Co. ......... 78,727,000 63,431,000 8,386,000 5,684,000 4.95 3.35 
Stewart-Warner Corp 113,810,640 92,881,630 6,163,217 2,757,436 4.27 2.05 


* 1955 fiscal year ended Jan. 31, 1956. 1954 was a calendar year. 


Penney Plans 40 New Stores, 
National Ad Campaign 

J. C. Penney Co., New York, 
plans to open 40 new stores this 
year in areas not previously 
served by Penney stores. Thirty- 
two will be in shopping centers 
and the other eight in downtown 
areas. In addition, the company 
has scheduled the relocation in 
new buildings of 38 existing stores 
and expansion and remodeling for 
about 170 other stores this year. 

The department store chain 
plans some national magazine ad- 
vertising on an experimental] ba- 
sis, according to Homer F. Torrey, 
vp and sales manager. “Newspa- 
pers are and will continue to be 
our chief means of reaching cus- 
tomers through advertising,” he 
said. “But we do feel the need to 
find out some of the problems as 
well as the advantages of national 
magazine advertising for a com- 
pany such as ours.” 


RCA and Cluett, Peabody 
Set Tie-in Program 

RCA Victor Television and Clu- 
ett, Peabody & Co. have set an ad- 
vertising and merchandising tie-in 
for this fall. Based on the theme, 
“The Lore of Compatible Color,” 
the program will unfold in two 
full-color double-page ads sched- 
uled for publication in Life (Oct. 
22) and The Saturday Evening 


| Post (Oct. 20), and for use on the 
| RCA-sponsored color tv show 
“Producers’ Showcase” over NBC- 
TV. 


Cluett, Peabody will use the pro- 
motion for both dress shirts and 
casual wear and RCA will tie in 
with its line of big color televi- 
sion receivers. In addition, window 
displays have been designed for 
department stores. Spot radio and 
| television spots also will be used. 


Farm Magazine Changes Name 

The Latin American farm mag- 
azine Implementos y Tractores has 
changed its name to Agricultura de 
las Americas. The magazine is pub- 
ternational Corp., Kansas City, 
Mo. 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Make Authentic Records 


You can check results promptly and base 
decisions on accurate facts with service by 


(sTAsUSetD ee 

PRESS CLIPPING BUREAU 

BArcley 7-537! 
165 Church Street New York 7, N.Y. 


lished by Implement & Tractor In- | 


| National Campaign Associates 
Reorganizes, Changes Name 

| Community Service Associates is 
'the new name of National Cam- 
|paign Associates, which has recent- 
|ly reorganized to provide expanded 
| services for nonprofit organiza- 
| tions. According to Albert G. Gor- 
ison, founder and president, the 


all facilities and services needed |to John H. Faunce Jr., director of 
by charitable groups, operating market and commercial develop- 


on either national or local levels. 


company headquarters, 140 W. 58th 
|St., New York, where office space 
|is available for volunteer activities. 
Services include executive direc- 
tion or management, public rela- 
tions, and fund-raising campaigns. 
Current clients include the Na- 
tional Nephrosis Foundation, Va- 


riety Club Foundation to Combat 
Epilepsy, the Louis Braille Music 
Institute of America and Goddard 
College. 


Lukens Steel Shifts Six 
William Butler III, formerly ad- 

vertising and sales promotion man- 

ager, and John B. Cording Jr., 


‘66 185,company is now the only one | former Syracuse sales office man- 
13 3.65|equipped and staffed to provide ager, have been named assistants 


|ment for Lukens Steel Co., Coates- 


All clients are housed at the ville, Pa. Replacing Mr. Butler as 


jadvertising and sales promotion 
|manager is Hambleton Shepperd, 
|\former manager of marketing 
| service. Joseph H. Procter, an 
}engineer in the department, re- 
|places Mr. Shepperd. Charles H. 
| Pyle, salesman at York, Pa., moves 
|to Mr. Cording’s post in Syracuse. 
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Yes, there’s a company that’s making doggone 
truck fleet! Brilliant signs of SCOTCHLITE 
turned their trucks into 24-hour-a-day traveling salesmen. Durable, 
easy-to-maintain SCOTCHLITE Reflective — can give your prod- 
uct colorful sales appeal night and day—as wel 

safety factor for your trucks! Why not cash in on the valuable free 
selling space on your trucks—for a free demonstration, write Minne- 
sota Mining & Mfg. Co., Dept. AA-5146, St. Paul 6, Minn. 

“SCOTCHLITE" Reflective Sheeting is © registered trademark of Minnesota Mining & Mig. Co. 


There’s FREE advertising space on 
your trucks... bring it to light 
with SCOTCHLITE 


REFLECTIVE SHEETING 


d use of their 
eflective Sheeting have 


as being an added 


| 
| 


| 


| 
| 


| 
| 


| 


‘You'll have to wait 
until June 4th... 


for the International 
Advertising Issue 
of Ad Age 


For a first class tour around the 
world in advertising make your 
reading-time reservations for 
the June 4 Ad Age. You'll find 
this issue an informed source 
of what’s what, for now and the 
future, on the ramifications 
and problems of international 
advertising. 
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700° Tower Pays for Self, Improves 
S.German Radio's Broadcast Signals 


Restaurant, Transmitter, ture in Germany, and the highest 
point within a radius of nearly 200 


Observation Platform miles. It was erected to overcome 


Ha i ‘ the broadcasting handicap of this 
ng in Lofty Basket’ city’s unusually hilly terrain. 


SruTrcart, May 9—Officials of | Picture disturbance and broad- 
the South German Radio network jeast 1 Speneene y - have been re- 
here report that their new 700’| duce y almost 50% as a result of 
television tower has improved pic- | the anert distance between trans- 
ture and tone quality by 20% over mitter and antenna, according to 
conventional tower setups. Dr. Rolf Eberhard, head of SGR’s 

The new tower, which houses a| ‘VY department. 
transmitter 450’ above ground lev- 
el, started operations four months 
ago. 


® The transmitter is located in a 
gondola-like basket on top of the 
The concrete tower—which| tWer’s concrete shaft. Two restau- | 

rants and an observation platform, 


also serves as an observation plat- - asi 
form and a restaurant—covers an | Capable of supporting 600 visitors, 


area 50 miles in radius, reaching | #!S0 are located in the basket, 
almost three times as far as South |Te@ched from ground level by two 
German Radio's older transmitter, | i8h-speed elevators. 

located on a nearby hill. The tow-| The restaurants are being run 


er is the highest man-made struc- under license by Herr Fedor Rad- 
mann, former first chef for Her- 


mann Goering, Germany’s Nazi 
ONE OF A SERIES Luftwaffe chief and—after a short 
internment—first chef at the 
- p American-operated Berchtesgad- 
What Makes a Radio Station Great? | ener Hof Hotel, Berchtesgaden. 
The six-story basket at its widest 
point reaches a diameter of 48’, and 
the entire tower, including basket 


gmat heavy wind condi- transmitter, an observation p 

The tv and fm antenna reaches 
another 200’ above the top obser-| Studios in Heidelberg and Karls- 
vation platform. Two additional tv|Tuhe; seven am transmitters; 18 
channels and one more fm channe]|fm transmitters; a 100,000-watt| 


COVERAGE 


see cae _ can be ee on the present set- - com eng = ed Calmer and Better 
‘AA’ up, with a rating of 100,000 watts, | U/tra-modern moblie equipmen “ 
— —- provided that a second transmitter | and now the new tower which car- Now, Stahr Finds 
More people listen is installed. ries one tv and two fm channels. Cuncumats, May Odidvettaing 
—morning, noon, ® Television broadcasting times,| Olsen & Gustavson Bows pet yy. hs tn oS 
supper-time and in cooperation with other German| Harvey W. Olsen and Harry | communication and as a result 
night—than to stations and using a few local|Gustavson have formed a NeW! more people are listening now, and 
the next three shows plus some programs from a|agency in Florida—Olsen & Gus-|jictening more appreciatively. 
stations in the Europe-wide network, are 4:30 to| tavson Advertising, with offices at This was emphasized in a talk 
area combined!* 5:30 p.m. and 8:30 to 10:30 p.m. 440-a E. Las Olas Blvd., Ft. Lau- at the sixth Ohio Valley Industrial 
weekdays, with an additional hour | derdale. Mr. Olsen was with Need-| 4 advertisers Conference last week 
Six full-time em- Saturday nights. Fm broadcasts for | ham, Louis & Brorby, Chicago, for|}. yonn Stahr. editorial director of 
ployees in the both the “first” and the “second”}11 years, the last nine as head art/ Car} Byoir & Associates, New York. 
WFAA news depart- programs are from 5 a.m. to mid-| director. Mr. Gustavson, with Bat- Citing reasons for the better job 
ment rewrite and ™ | night weekdays and until 1 am.|ten, Barton, Durstine & Osborn|y4, Stahr said that “certainly, the 
edit the news Saturday and Sunday nights. for 12 years, most recently headed |techniques have improved " but 
especially for in- The tower pays as it sways. None|a copy group there. Both went to|),,,hably more important is the 
terest to North of the construction costs—approxi- | Florida in 1955 to work on state) f+ that industry has, for one rea- 
Texas audiences. mately $650,000 (2,500,000 Deut-| tourist advertising before forming|... or another eoned off quite a 
And North Texans sche Marks)—will come out of | their own agency. lot in its broad-gauge preachments 
have proved they regular network funds or income about free enterprise, its flag- 
like it that way. from tv and radio subscribers. In-| Gas Assn. Campaign waving and its folksy messages 
Ask your Petry man through kickbacks from Her Rad_|/ us#es Gas Appliances ee er ee ee 
why 12 advertisers, mann and income from the obser- Y ag —- Gas Assn., _ 
including American vation platform. ' eee | ae Serie “Possibly the reason fewer ads 
Tobacco Company German television is strictly swessng the SEpTOVEMRGINS made of this type are a aring is that 
Nutrena Feeds and non-commercial, and radio runs 4 — sg eo in — years. wl ppe 
Metropolitan Life one hour of commercials between oF - ped ro Gllbre we ee 5 
Insurance Company, 7 and 8 a.m. and another hour be- at Shek, Sanam cocking Ce mee- to appreciate being Americans 
depend on WFAA ; tween 1 and 2 p.m. daily arn way—took what gas offers you without being reminded the owe 
news to put their se ’ today!” The campaign, scheduled 8B y 
sales messages in ® Though conservative Stuttgar- for the ao of pore yc will 
. the news in ters first objected to the tower as p vera ~ ae 0 ae as ever in “making sure we all un- 
Lk. North Texas. an eyesore, today it has become |} onnen & Newell is the mg “|\derstand free enterprise,” Mr. 


a popular landmark that is being} 


ki compared with Paris’ Eiffel tower 
- Te Reach North Texas, as a tourist attraction. In the con- Victor Bennett Adds Three 


use RADIO struction period, publicity stunts Three additions have been made 

Te Sell North Texas, for the tower included beer deliv-|to the staff of Victor A. Bennett 
use WFAA eries to workers near the top by|C®., New York. Banks Tobey, for- 

A Great Radio Station | helicopter on the hottest day of the|Merly with the American Society 
WFAA | summer. of Travel Agents, and Marcia 


The South German Radio has| Vickery, previously travel editor of 
a come a long way since 1945, when Glamour, have joined a new travel 
*Whan Study — A. C. Nielsen, N.S.1. the American Military Government | department as account executive 


resumed operations with a 15-man|4nd publicity account executive, 
Ss2zo “@ 570 In addition to a complex of stu- Brault Joins Amity Leather 
ahs ‘ar dios in Stuttgart, its assets include| Arthur F. Brault has been ap- 


39 000 warrs ‘7 “ soa warts | 
. ‘S$ /pointed by Amity Leather Prod- 
i: ve: ucts Co., West Bend, Wis., to head 


|ment. Today SGR has a staff of Merly with Bridges Studio, has 


lions of dollars. 


program covering the field from 


3 GREAT and Harry, cannot do 3 | coupon plans and sales incentives 


So pick the one whocan. Here's our | to trading stamp plans and club 


American radio station JAY P. pL terore free, |plans. Mr. Brault was formerly 
Edward Petry & Co., Inc., Representative WALK advertising typography | general sales manager and director | 
ese ee © 0 OO OO OO @ | Werhonmoseizs6 rey bey ee lof advertising of Topper Products. 


and antenna, will have amaximum | veRsATILE TOWER—Television picture quality has been improved con- 
sway of 60” every six seconds un-/ siderably in South Germany by this 700 ft. tower, which holds a 


lstaff and badly-damaged equip- | Tespectively. John F. Dignam, for- | 


1,000 and equipment worth mil-| joined the agency's art department. | 


2 ‘its premium division. Amity plans | 
Any Tom, Dic to specialize in a package premium 
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| Sutton Publishing Names 
Two VPs, General Manager 
Sutton Publishing Co., White 
Plains, N. Y., has appointed Leon- 
ard C. Davis and Earl Dover vps. 
Mr. Davis, with the company 10 
years, formerly was district man- 
ager in New England for Electrical 
Equipment. Mr. Dover, with the 
company six years, previously was 
district manager in the Chicago 
office for Electrical Equipment. 
Sutton also has promoted R. A. 
Neubauer, formerly vp and sales 
manager, to vp and general man- 
ager. Mr. Neubauer, with Sutton 
15 years, will continue to work 
'from the headquarters office in 
White Plains. 


Pruitt Forms Film Company 
Rex Pruitt, with Mike Pipes 
Films for the past six years, has 
opened his own All Star. Film 
Productions Co., with offices at 
517 S. W. 13th Ave., Portland, Ore. 
The new company will produce 
motion pictures, tv films, commer- 
|cials, animation sound slide films, 
slides and slide presentations. 


latform and two restaurants. 


Industrial Ads Are 


sodas at the corner drug store. YOU'LL JUMP WITH 


SOT 2 ce every time you 


industry nowadays has a lot less see the excellence Laurence 
anxiety about the ability of people} gives you in every photoen- 
&raving. For consistency in 
their blessings to free enterprise.” quality is Laurence’s forte, 

Companies are just as interested the cherished result of 20 
years’ adherence to quality 


Stahr hastened to explain. “But, standards. 
generally speaking, it is a health- 
ier, less nervous interest.” ’ 

He offered these reasons why 
people find institutional messages 
easier to listen to nowadays: 

“1. The messages are more re- 
laxed, more casual, better hu- 
mored. 

“2. In a much larger percentage 4 ence 
lof cases, these messages concern 
themselves with a specific prob- | j ATED - CHICASO 
lem—or attainment—that the com- | TOENGRAVINGS 
pany has dealt with at first hand. | 

“3. The techniques have, gen- FOR 20 YEARS 
‘erally speaking, moved forward a) CLARK STREET 
few notches.” 


‘Holiday’ Names Two 

Holiday, Philadelphia, has ap- 
pointed Jess L. Hadsell creative 
manager and John K. Montmeat 
presentative manager of its ad- 


vertising promotion department. Are you receiving your free copies of 
Mr. Hadsell formerly was an ac- “Lagurence’s Guide for 


count executive with Gray & a 
Rogers, and Mr. Montmeat has| ®#yers"? If not, write or phone today. 


‘been with Holiday since early 1955. 
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Mrs. Manchee Manchee 


CONVERSANT—At the Magazine Publishers Assn. convention last week Mrs. Fred B. 
Manchee talked with E. P. (Spike) Seymour of Crowell-Collier as Mr. Manchee looks 
on. C. E. Bursk, editor of Harvard Business Review, in discussion with Jerry Ryan 


Seymour Bursk 


Ryan 


Grove 
and Woodward (Woody) Grove, both of Woman’s Day. T. F. Mueller, Newsweek 
publisher, talks to John R. Buckley, who recently retired from Hearst Magazines to 
head the sales division of the savings bond campaign. Mrs. Mueller looks on. 


Mrs. Mueller 


Mueller Buckley 


Consumers Spend Extra Cash on New 
Grocery Items, 21-Market Study Finds 


Survey by Cooperating 
Dailies Also Shows More 
Ist-Car Buyers Buy New | 


MILWAUKEE, May 10—Consum-| 
ers evidently are spending more} 
and more of their extra money on 
products which are fairly recent 
arrivals on the grocer’s shelf. 

This is one conclusion to be 
drawn from the 1956 “Consolidated 
Consumer Analysis,” now in its 
llth year. This year, the consoli- 
dated report of consumer buying 
data gathered by newspapers 
across the country, originated by 
the Milwaukee Journal, adds an- 
other newspaper to its list, the 
Chicago Daily News, bringing the 
total number of participating 
newspapers to 21. 

The 19 other newspapers are the 
Salt Lake City Tribune and Des- 
eret News; Seattle Times; Oregon 
Journal, Portland; Sacramento 
Bee; San Jose Mercury-News; Mo- 
desto Bee; Long Beach Independ- 
ent Press-Telegram; Fresno Bee; 
Phoenix Republic & Gazette; Hono- 
lulu Star-Bulletin; Duluth Herald 
and News-Tribune; St. Paul Dis- 
patch & Pioneer Press; Press 
Herald-Evening Express, Portland, 
Me.; Newark News; Washington 
Star; Columbus Dispatch-Ohio 
State Journal; Cincinnati Times- 
Star; Indianapolis Star and News, 
and the Omaha World-Herald. 


® Increased use of certain prod- 
ucts by consumers has not been 
spectacular in most cases, and, in 
some cases, the switch to one type 
of product is evidently at the ex- 
pense of another type in the same 
class. For example, in the battle 
between filter-tip and non-filter 
cigarets in these 21 markets, filter- 
tips are showing substantial gains 
in per cent of use, while non-filters 
are losing ground. 

Where 49% of the men smokers 
polled reported using non-filters 
in 1955, only 44% reported using 
them in the 1956 report. Converse- | 
ly, use of filter-tips went up to| 
17.7% of men smokers in 1956 as| 
compared with 10.7% in 1955. | 
Women smokers showed the same 
trend, although not quite as spec- 
tacularly. Non-filter smokers 
dropped from 26.6% to 25.6% in 
1956. Filter-tip smokers bounced 
from 12.1% in 1955 to 18.6% in 
1956. 


8 Non-filter brand favorites of the 
men in 1956 were Camel, which 
was first choice in 18 markets, and | 
Chesterfield, first choice in two 
markets. Filter favorites in 1956} 
among men were Winston, top| 
choice in 14 markets, and Viceroy, 
No. 1 choice in six markets. 
Non-filter favorites with the 
women were Pall Mall in 19 mar- 


kets and Chesterfield in one mar- 
ket. Filter favorites were Viceroy 
in 12 cities, and Winston in eight. 

Growth in per cent of users of 
different products is reflected in 
the following growth pattern, 
small as it is sometimes, for 1956, 
1955, 1954, respectively: Beer, 
64.9%, 63.1% and 61.2%; under- 
arm deodorant, women, 88.5%, 
88.0% and 87.1%; underarm deo- 
dorant, men, 55.6%, 52.2% and 
49.8%; pancake or waffle mix, 
78.3%, 75.9% and 73.8%; cake 
mix, 83.9%, 81.4% and 77.6%; in- 
stant coffee, 48.0%, 45.0% and 
39.2%; powdered or dry milk, 
29.6%, 23.5% and 20.3%. 


® Other signs of consumer afflu- 
ence in this report are shown in the 
gradual but definite change in au- 
tomobile buying. The proportion 
of those buying a first car new has 
increased while the proportion 
buying a first car used has de- 
creased. Those who reported buy- 
ing a first car new in 1956 were 
48.9% compared with 44.9% in 
1955 and 46.7% in 1954. The per- 
centage buying it used was 49.8% 
in 1956 compared with 53.7% in 
1955 and 51.9% in ’54. The pro- 
portion of those owning more than 
one car increased in 1956 also. 
Some 17.7% reported owning a 
second car in 1956 compared with 
16.7% in 1955 and 15.0% in 1954. 

Favorite type of auto in 20 mar- 
kets was Chevrolet; in one market, 
Ford. In all the markets where 
Chevrolet ran first, Ford was sec- 
ond, and in the one market where 
Ford was first, Chevvy was second. 

As a second car, Ford made a 
better showing. It was first in six 
markets, with Chevrolet first in 
15 markets. 

Other popular brands in the 21 


~ 


CHARLES B. RYAN has been named 
general advertising and merchan- 
dising manager of Firestone Tire 
& Rubber Co., Akron, a new post. 
Advertising manager of the com- 
pany since 1942, he now heads 
all merchandising activities in ad- 
dition to advertising and sales pro- 
motion. 


markets were as follows: Favorite 
product for painted walls, Spic &| 
Span in 21 markets; powdered 
scouring cleanser, Ajax in 21 mar- 
kets; paste floor wax, Johnson in 
21 markets; self-polishing floor 
wax, Johnson in 21 markets; in-| 
stant coffee, Maxwell House in 20 
markets (this product classifica- | 
tion was not covered in one mar- | 
ket); cold breakfast cereal, Kel-| 
logg’s Corn Flakes in 20 markets | 
and Kellogg’s (not otherwise spe- 
cified) in one market; frozen or-| 
ange juice, Minute Maid in 11 mar- 
kets, Snow Crop in five, Donald | 
Duck in two and Birds Eye, Sun- 
kist and Old South, each in one 
market; powdered or dry milk, 
Carnation in 12 markets, Starlac 
in five and Pet in four; margarine, 
Nucoa in seven markets, Blue Bon- 
net in six, All-Sweet in three, 
Good Luck in two, and Parkay, 
Mrs. Filbert’s and Dixie, each in 
one market; wax paper, Cut-Rite 
in 13 markets, Waxtex in six mar- 
kets and Rap-in-Wax in two mar- 
kets. 


Louden Lauds Nets; 
Only Wishes There 
Were More of Them 


New York, May 11—The tv 
networks this week got some sup- 
port from an unexpected quarter. 

Ely A. Landau, president of Na- 
tional Telefilm Associates, wrote 
a letter to the leading tv film 
syndicators, praising the networks 
for boosting tv to its present posi- 
tion. 

“Where are the organizations 
that can claim and deserve as 
much credit for tv’s amazing 
growth as the networks them- 
selves. It seems to me that those 
within the industry, as well as 
those without, who are publicly or 
privately picking apart the net- 
works today have short memories 
indeed,” Mr. Landau asserted. 

The television film executive, 
who pointed out that National 
Telefilm doesn’t have the networks 
as customers, said there is noth- 
ing wrong with network broad- 
casting that an increased supply 
of networks and stations couldn’t 
cure. 


MRS. SAMUEL E. HUDSON 
Woonsocket, R. I., May 8—Mrs. 
Harriet May Scholefield Hudson, 
82, a director and treasurer cx the 
Evening Call Publishing Co., died 
at her home here after a long ill- 
ness. She was the mother of Buell 
W. Hudson, publisher of the Eve- 
ning Call, and the widow of Sarm- 
uel E. Hudson, former editor and 
publisher, who died in 1941. 


PRSA Names Paul Wickman 

Paul Wickman, director of de- 
velopment of the National Society 
for Crippled Children & Adults, 
has been appointed executive di- 
rector of the Public Relations So- 
ciety of America, New York, ef- 
fective June 1. 


/ 


Reader's Digest’ 


Goes on Despite 


Canada Ad Tax 


(Continued from Page 1) 
Mr. Hitesman, “is what effect this 
tax will have on our rates. We can- 
not, at this time, answer that ques- 
tion. 


® “Obviously, it will have no ef- 
fect on the rates of this company 
for 1956. It would be unfair to both 
our advertisers and ourselves to 
make any decision regarding 1957 
at this time. We must wait until a 
decision about the law has been 
made and clear interpretations 
have been given to us by the ap- 
propriate government department.” 

He went on to declare that the 
Digest, which has been publishing 
in Canada for ten years, will con- 
tinue to be published, “regardless 
of the outcome of this government 
tax proposal, so long as we can 
continue to justify the faith that 
the Canadian public and Canadian 
business have always evidenced in 
our magazines.” 

Mr. Hitesman called the impend- 
ing tax “an extremely severe” one 
and said that “our French-lan- 
guage edition will be gravely 
burdened.” 

“We don’t know the full story of 
what has prompted the govern- 
ment’s action,” he went on. “How- 
ever, it has been made clear to us 
that this tax is not designed to 
raise revenue for the government 
and that we are the only general 
magazine printed in Canada that 
will have to pay it.” 


® The Reader’s Digest also has 
published a treatise titled “The 
Background and Present Position 


ONLY $599—Lennox Industries is 
advertising for the first time the 
retail price of its equipment. The 
campaign begins with a page in 


the May 21 issue of Life. Fulton, 
Morrissey Co., Chicago, is the 
agency. 


of Canada’s Periodicals” and has 
reprinted a thick sheaf of “editorial 
comment on the proposed 20% ad- 
vertising tax.” 

In “Background,” the Digest 
makes a presentation in reverse 
and declares that the Canadian 
government “has been misin- 
formed” about the “plight” of 
Canada’s publishing industry. It 


adds: “The Canadian publishing 
industry is thriving, with more 
publications, more _ circulation, 


more advertising dollars than it 
ever had before.” 

“It is suggested somehow,” the 
treatise continues, ““Reader’s Digest 
takes advertising away from other 
Canadian periodicals with unfair 
‘bargain-basement’ rates. The fact 
is that Reader’s Digest sells its ad- 
vertising at substantially higher 
rates than any other Canadian 
periodical—and it sells substantial- 
ly less advertising than other 
Canadian periodicals.” The amount 
of advertising placed in the Digest 
“is less than 4% of the total adver- 
tising carried by Canadian period- 
icals.” 


® The magazine also contends that 
it is “one of the most expensive 
magazines in Canada for readers to 
buy. The lowest per copy price 
for Reader’s Digest is higher than 
the full subscription copy price 
for other Canadian mass circula- 
tion periodicals.” 

Last year more than $75,000,000 
was spent by Canadian and US. 
national advertisers in Canadian 
publications, it was said. Canadian 
daily newspapers got $37,970,000 
of this total, weekly periodicals 
got $14,670,000 and magazines got 
$16,800,000. “In the past five years 
the advertising revenue of period- 
icals (magazines and weeklies) has 
increased by 60%, more than $11,- 
000,000,” it said. 

Reader’s Digest advertising also 
has increased by 60% in the same 
interval, it was said. “Despite the 
fact that advertisers now are 
spending $11,000,000 more in Can- 
ada’s periodicals (also spending 
over $50,006,000 in tv and radio) 
they have not increased their ratio 
of expenditure in Reader’s Digest.” 

The Digest’s conclusion: “This 
proposed tax is discriminatory and 
unjust to the Reader’s Digest Assn. 
of Canada. For Canada as a whole, 
it sets a dangerous precedent.” 


N. Y. Adclub Reelects Haire 
Thomas B. Haire, president of 
the Haire Publishing Co., has been 
reelected president of the Adver- 
tising Club of New York. Other 
officers elected include Robert M. 
Gray, advertising and sales pro- 
motion manager, Esso Standard Oil 
Co.; Frederic R. Gamble, president, 
American Assn. of Advertising 
Agencies, and Hugh R. Jackson, 
president, Better Business Bureau 
of New York, vps. James A. Brew- 
er, chairman, Brewer-Cantelmo 
Co., was elected treasurer and 
Charles C. Green continues as sec- 
retary and managing director. 
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Skip Superlatives in Ads; Let Facts 
Sell, Says National Gypsum’s Baker 


(Continued from Page 3) were devoted to war production, | 
por Maggot hie <e per ng maintained ~ ad| 
“In our organization,” sai r.|se ules, ause it believ in| 
Baker, “the advertising depart-|continuity of advertising as the| 
pe oe ~ an My gee yor ona ses insurance possible for = 
sales team. is in on sales plan-j|tecting its investment in plant, 
ning and is kept fully informed of | equipment and good will, said the| 
what is happening in production | speaker. 
and research.” 
ae cate ainart ne During the years following the| 
s | war, National Gypsum spent more} 
keep constantly alert to changing | than $78,000,000 to aueand its ca-| 
developments in the building in-| pacities, he said. “Our wartime| 
dustry, said National Gypsum’s | advertising paid off, and our plants 
founder. They must be quick to were soon taxed to capacity. Grad- 
iidiiee te et of the ey ually the ae a oe up 
s ~|momentum, and we found our- 
uct and its uses is not enough,” | selves in an oversold market. 
— Mr. arg The adver. | Nevertheless, we continued to ad- 
sing man must know why | vertise.” 
product is good and must have) Only last year the company 
sound reasons for its use. Then he launchee a new $95,000,000 ex- 
must tell the story in simple lan- | pansion program to meet a grow- 
guage stripped of misleading su-|ing market still under-supplied. 
perlatives. . \“In the face of this, advertising 
wae oe toe tmp appropriations wae poe 
. ahs »| because we are sti uilding pres- 
which must tie advertising closely | tige for the larger market in the 
to both sales and production. future,” Mr. Baker said. 
“At times,” he said, “it has been 
= “Ideas, imagination, showman- difficult to see results. But look- 


Shaub 


Kendall Hadlock Rockmore Franken 

TURNABOUT—In a reversal of the usual media-agency roles, media 

these days—instead of making the presentation—are doing the lis- 

tening. Here, Milton Rockmore, president; J. Leonard Shaub, exec 

vp, and Erwin Franken, vp, explain Rockmore’s creative philosophy 

to George Hadlock, ad manager, and Bruce Kendall, space rep, both 
of Parents’ Magazine. 


Use Ad Phrases of ‘Mother's Knee’ 
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Parkay, Carnation, 
Reynolds Gain in 
‘Seattle Times’ Study 


(Continued from Page 2) 

to 36.2% in the top salary bracket. 

Vodka, another product now tak- 
ing hold in volume, shows its larg- 
est market in the upper income 
groups. While this is true of all 
alcoholic beverages, the increase 
in use among higher income fam- 
ilies is much more marked with 
vodka, rising from 7.8% in the 
$2,000-2,999 bracket to 23.5% in 
the top bracket. 


® For many established products, 


ship—these are the qualities that 
have characterized National Gyp- 
sum advertising since its humble 
beginnings in 1925,” he said. 

Tracing the history of the com- 
pany and the expansion of its ad- 
vertising program, Mr. Baker said 
National Gypsum conceived the 
first advertising campaign direct- 
ed toward sending the country’s 
wallboard business to retail lum- 
ber dealers. 

The company decided on The 
Saturday Evening Post as the me- 
dium for its first ad. The ad fea- 
tured the photos of 69 of National 
Gypsum’s first dealers. 

“Our new customers recognized 
the need for, and liked this distri- 
bution policy,” said Mr. Baker. 
“With this policy and a superior 
product, together with the reali- 
zation that here was a company 
that recognized the value of ad- 
vertising, the better dealers quick- 
ly took on our line.” 


2 As additional sales builders, 
National Gypsum _ supplied its 
dealers with direct mail letters to 
their customers, folders for the 
dealers’ carpenters and contrac- 
tors, and other selling aids. 

“When our advertising started 
in The Saturday Evening Post, 
many questioned our judgment,” 
said Mr: Baker. “‘Why advertise 
nationally when: you have only 
one plant and sell in but a few 
states,’ the critics asked? 

“First of all,” Mr. Baker said, 
“we were building for the future. 
Constantly before us was the 
fundamental idea of our business 
as we saw it from the beginning— 
namely, to build a company that 
would manufacture a full line of 
wall and ceiling materials. And 
so, at high cost, we were paving 
the way for distribution of a group 
of allied products.” 

In selecting a trade name, it was 
decided that it would be easier 
to create a public acceptance for 
one name than for a dozen or more. 
Gold Bond was chosen. 


e As new plants were built and 
new products added, National 
Gypsum salesmen had an impres- 
sive story of national advertising 
to support their sales presentation. 

“And, too, we advertised because 
we were in competition for lead- 
ership, for capital, for dealers, for 
good will and for personnel,” Mr. 
Baker explained. 

After gypsum board came plas- 
ter, finish lime and insulation 
board. Metal lath, paint, acoustical 
products, rock wool and asbestos 
shingles were added later. 

Even during World War II, 


when National Gwncsim  nlante 


ing back over the years, we know 
that advertising has been a power- 
ful force in the rapid growth of 
the company.” 

Discussing the company’s cur- 
rent advertising, Mr. Baker point- 
ed out that the market is broken 
down into two categories—new 
construction and remodeling. 


# “In our Saturday Evening Post 
campaign we have been featuring 
pictures of builders from across 
the country. In order to qualify, 
the builder must be using three 
or more of our major products. 

“If he is now using Gold Bond 
wallboard and rock wool insula- 
tion, the salesman can approach 
him and say that he may get him 
into an ad if he will use our paint. 
The builder naturally is interested 
in getting into a publication that 
has 20,000,000 readers,” he said. 

The company’s advertising de- 
partment supports the builder 
with mounted displays, mats, ra- 
dio scripts, etc. 

National Gypsum’s Life ads, 
coupled with space in other pub- 
lications featuring do-it-yourself 
items, are aimed at the second ma- 
jor market—remodeling. 


s Mr. Baker told the story of the 
campaign for Twinsulation, a prod- 
uct combining features of rock 
wool and aluminum foil, in which 
the company used a _ four-color 
spread in the Oct. 3, '55, issue of 
Life, listing the names of dealers 
by state and towns. 

Salesmen were given a mer- 
chandising kit containing a cello- 
phane wrapped package of full- 
thick Twinsulation, a proof of the 
ad and a dummy listing of dealer 
names. If the dealer would buy 
a minimum of Twinsulation be- 
tween July 15 and Sept. 25, the 
company would put his name and 
address on a page opposite the 
ad copy. He also would be fur- 
nished with aggressive sales helps. 

“The results of the campaign far 
exceeded the fondest hopes of our 
advertising people,” said Mr. Baker. 
“Instead of one page with dealers’ 
names, we ran three pages. Before 
this, we had secured about 500 
outlets for Twinsulation. As a re- 
|sult of the canvass, we built the 


the profit on new business more 
than paid for the four pages in 
Life magazine.” 


Cayton Adds Park Tissue 
Park Tissue Mills, New York, 
manufacturer of paper towels, 
napkins and tissue, has appointed 
Cayton Inc., New York, to handle 


lite adverticing 


|number of outlets to 2,400. Thus| 


Simplicity, Urges 


(Continued from Page 2) 
somebody else’s cat, brother... by 
gosh you can’t kill my cat.” 


s “Now this just keeps reminding 
me,” Mr. George said, “that we 
never can really get enough into 
our advertising that tells people 
what it will do for them.” 

Reviewing the once-prevalent 
theory that advertising has to 
“talk down,” Mr. George said 
studies have shown that what we 
were really trying to say was, “Use 
the words that were learned at 
our mothers’ knees.” 

“Studies have found that intel- 
lect or I.Q. has little or nothing to 
do with the effect of certain 
homey language upon the people,” 
he declared. 

He said that further studies 
analyzed manuscripts of the five 
longest theatrical runs on Broad- 
way. 

“Certainly the legitimate theater 
doesn’t draw from the bottom half 
of our society,” he said. “Yet in all 
five of the leading plays, there 
was not an unfamiliar word ut- 
tered. Not one clever epigram, nor 
one single brain-straining analogy 
from start to finish.” 


® He listed the plays as: “Abie’s 
Irish Rose,” “Seventh Heaven,” 
“Harvey,” “Lightnin’,” and “To- 
bacco Road.” 

Here are a smattering of the 
words: “Drive him to drink,” “eat 
those words,” “I’m a_¥ sight,” 
“powder my nose a bit,” “like a 
dutch uncle,” “heart in my throat,” 
“sets a wonderful table,” “pure as 
an angel,” “a good stiff price,” 
“sweat of my brow,” “a raft of 
children.” 

“The five plays were written by 
five different authors, but you’d 
have thought they were all written 
by the same author,” he observed. 

“The words you first learn to 
express your love, hope, fear, 
anger, and jealousy are the ones 
that still do most to your heart, 
tear-ducts, stomach, liver or bile.” 


@ Mr. George then traced the 
phraseology employed in some po- 
litical campaigns such as the 
Truman-Dewey drive. He intro- 
duced portions of speeches by each 
man, such as: 


e Mr. Dewey: I can report to you 
tonight that all over this magnifi- 
cent land of ours there is a rising 
tide of confidence and hope. On 
next Tuesday, the American peo- 
ple will say with their votes what 
they already feel with their hearts. 
e Mr VWhan 


Trimmon-: 


ven ata etn | 


Philco’s George 


‘out, there wasn’t a newspaper in 
| the country that would have given 
|a plugged nickel for our chances. 
|Now they’re beginning to sing a 
| different tune. 


NEW HOME LAUNDRIES 
GET PUSH BY PHILCO 


PHILADELPHIA, May 8—Philco 
Corp. will spend more than $1,000,- 
000 to promote its new home laun- 
dry line. 

The campaign will break in mid- 
June, according to Raymond B. 
George, vp in charge of advertis- 
ing and merchandising. 

The drive, revealed at a meeting 
of the company’s eastern distribu- 
tors at the Bellevue Stratford Hotel 
a week ago, will introduce to the 
consumer for the first time its own 
brand name line of laundry equip- 
ment. 

Philco also will continue to dis- 
tribute its Dexter line of washing 
machines through its regular dis- 
tributors, AA was told. 

This, however, is expected to be 
temporary only until the Philco 
line becomes established. 

The new Philco line includes 
four automatic washers, three 
electric and four gas clothes dryers 
and seven wringer washers. 


= To promote the new line, de- 
scribed as the “Ball Point Balance” 
automatic washers, Philco will 
open with a four-color page in 
The Saturday Evening Post June 
16. Post pages will follow through 
November. 

Other magazines the company 
plans to use for this line include 


Journal. Large-space newspaper 
space will be run in key markets 
June 18. 

To supplement the special ad 
campaign, Philco will use its reg- 
ularly sponsored tv and radio 


conventions. 
Hutchins Co. is the agency. 


= John M. Otter, exec vp of Phil- 
co, revealed to the distributors 


tie-in with Firestone Tire & Rub- 
ber Co. retail stores. The plan is 
similar to General Electric’s tie-in 
with Goodyear retailers. 


Pittsburgh NIAA Elects 

Jay M. Sharp, advertising pro- 
motion manager of Aluminum Co. 
of America, has been elected pres- 
|ident of the Pittsburgh chapter of 
| the National Industrial Advertisers 


Anne 


Better Homes & Gardens, Good | 
Housekeeping and Ladies’ Home| 


| broadcasts of the national political | 


details of a new merchandising | 


there are suggestions of saturation 
jat the upper income levels. The 
potential market is heavily in the 
middle income range, the analy- 
sis indicates. In television, for ex- 
jample, more than nine out of ten 
families with incomes over $5,000 
shave tv receivers, and in this range 
|an average of close to 7% indicate 
plans to buy a receiver this year. 
But in the $3,000-$3,999 salary 
group, 10% say they plan to buy 
this year. 

Likewise the largest proportion 
planning to buy automatic washers 
is in the $4,000-$4,999 salary 
group, where 11.4% report “plan 
to buy.” This compares with 4.2% 
in the $3,000-$3,999 group and 
6.3% in the $10,000-and-over 
group. 

Plans for purchases of automo- 
biles show a shift this year. The 
number who in January, when the 
data was gathered, planned to buy 
a car is up slightly from a year 
ago, from 13.2% to 15.5%. But 
of this group, last year 50.5% 
planned to buy a new car. This 
year only 43.2% were figuring on 
a new car; the rest said they 
planned to buy a used car. 


® (An entirely separate check 
made by ADVERTISING AGE among 
Seattle new car dealers showed in 
early May that new car sales were 
way off—as much as 30% and 
40% for some makes. Dealers 
cried that customers just didn’t 
have cash or sufficient equity in 
their present cars to make the 
down payment on a new car. But 
dealers reported the used car 
market was good.) 

Average family incomes con- 
tinue to rise in Seattle, the Times 
survey shows. The number of 
families reporting less than $3,000 
= income is down to 12.3%, com- 
}pared with 15.1% last year and 
}20.5% three years ago. In the 
|middle group, from $3,000 to 
| $4,999, the proportion is 32.3%, 
down from last year’s 37.3% and 
|from 40.1% three years ago. 
But those in the next bracket, 
| $5,000 to $6,999, now total 30.6%, 
up from last year’s 27% and from 
|23.7% three years ago. In the 
$7,000-$9,999 bracket this year are 
|17.4% of Seattle families, com- 
/pared with 14.5% last year and 
only 11.1% three years ago. The 
top bracket of $10,000 and up finds 
| 7.4%, compared with 6.1% last 
year and 4.6% three years ago. 


|" Brand preferences show some 
| upsets. Among margarines, Parkay 
jumped from third place a year 
ago to a tight first place, with 
preference of 16%, pushing out 
Nucoa and All Sweet. 

Bar-S packaged bacon, a new 
product of Seattle Packing Co. 
|that has been heavily promoted, 
}especially on locally televised 
baseball, jumped into second 
|place, with consumer preference 
;of 213%. The leader, Hormel, 
drew 25.5%. Bar-S pushed Arm- 
our and Swift into third and 
fourth spots. 

Use of dry or powdered milk 
showed a _ continuing increase. 
Carnation jumped from second 
spot last year to a big lead this vear 
with preference by 45.5%. com- 
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Set Up Pool of 
Creative Talent, 
Says GOA Exec 


(Continued from Page 2) 
ative unit would be set up here. 
Outdoor sign plant operators all 
over the U.S. could write to this 
department and send information 
on prospective advertisers. On the 
basis of the information, rough 
sketches and copy for outdoor 
posters or painted displays would 
be prepared and mailed back. The 
sketches would be used as sales 
tools, he said. Plant operators 
would be charged depending on the 
number of salesmen they employ. 

“Such a plan would give the in- 
dustry a tremendous boost,” Mr. 
Miller told AA. “Many small plant 
operators can’t afford to hire art-| 
ists and copywriters full time. 
Such a creative pool would provide 
them with a constant source of 
good ideas and layouts. 

“Such a service would cost less 
than if a plant operator hired his 
own artists and creative people. 
The big plant operators would ben- 
efit because the quality of outdoor 
advertising would be improved.” 


® Harold W. Lewis, vp of the 
First National Bank of Chicago, 
told members that his bank has 
used outdoor signs since 1923, and 
has found outdoor to be a very 
effective advertising medium. 
The bank currently is using 
eight painted displays and 240 


~ 6S ee 


The liberal use of color boards 
in three dimensions has proved to 
be very effective for Burton-Dixie 
Co., said the company president, 
John G. Sevcik. 

He said the cost of outdoor ad- 
vertising is very low when you 
consider the number of persons 
who see the sales message. He 
added that women are more im- 
pressed with colors than men. 


® Warner R. Moore, president of 
Outdoor Advertising Inc., said the 
industry is entering the “Golden 
Age” era of its development due to 
Steady upgrading and hard na- 
tional selling. He predicted that 
1956 would be another record year 
for paint. 

“The tremendous increase in 
markets of all sizes offering quality 


a 


paint service has not only expe- 
dited the development of national 
painted display campaigns by na- 
tional advertisers, but has brought 
brilliantly illuminated paint spec- 
taculars into scores of fast growing 
medium-size markets,”’ Mr. Moore 
said. 

Other speakers on today’s pro- 
gram included Myles Standish, 
Standish-Barnes Co., Providence, | 
R.I.; T. Walter Tyrell, merchandis- 
ing manager of GOA; Joseph Cam- | 
panaro, eastern art director, OAI;| 
and George W. Caspari, vp in 
charge of sales, GOA. 


Bishop Co. Moves Oftice 

Bishop Co., Chicago agency, has 
moved to larger quarters at 29 E. 
Madison St. 


ae hp Nee 
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NATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


A NEW HIGH IN 
RETAIL SALES* 
$659,000,000 


*Sales Management Survey 
of Buying Power 


She Zl Paso Cimes 


AN ROPROET NEWSPAPER 
MORNING AMD SUNDAY. 


El] Paso Herald -Post. 


A SCRIPS-HOWARD NEWSPAPER 
CYENING 


poster displays in this area. The 
painted displays are dignified and 
contain only the bank’s emblem, 
name and address and the slogan, 
“Building with Chicago since 1863.” | 
The signs have been kept in the! 
same locations for many years to) 
suggest the bank’s permanence, | 
Mr. Lewis said. 

The effectiveness of outdoor ad-. 
vertising by the First National was | 
clearly revealed in 1932 just before | 
banks all over the U.S. closed, Mr. 
Lewis said. In an effort to bolster | 
the public’s confidence in First Na- | 
tional and other banks, his bank | 
increased its poster showing from | 
a “100” showing to a “150” show-| 
ing, he said. 

The bank also started using 240 
posters a month instead of its reg- 
ular showing of 160 posters. The 
First National continued this pol- 
icy for a period after the bank 
holiday until neighborhood banks 
complained that the posters created 
so much confidence in First Na- 
tional that it was syphoning off 
savings from the smaller banks, 
Mr. Lewis said. 

Mr. Lewis credited a team of 
bank officials, Foote, Cone & Beld- 
ing and General Outdoor Advertis- 
ing Co. with being responsible for 
the numerous awards won by First 
National for outstanding outdoor 
ads. 


® Arthur A. Dailey, general ad- 
vertising manager of Atchison, 
Topeka & Santa Fe Railway Co., 
said his company uses painted bul- 
letins extensively because other 
advertising done by the railroad is 
made more effective. 

“Our outdoor signs are on the 
job 24 hours a day to remind peo- 
ple about Santa Fe,” Mr. Dailey 
said. “The principal job of our 
outdoor ads is to constantly remind 
people about the railroad.” 

He pointed out that Santa Fe 
outdoor ads are striking ads that 
catch the eye immediately and con- 
tain a minimum of details and 
copy. All the ads are based on the 
Santa Fe personality, that of Indian 
chiefs and the romantic West. 
More details of Santa Fe’s services 
are found in other types of media. 
The simple copy in outdoor leaves 


much to the imagination of read- 
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A.B.C. Publisher's Statement, 6 months ending March 31, 1956 


The Atlanta Journal-Constitution 


ON SUNDAY 


The Atlanta Journal-Constitution’s Sunday circulation 
reaches over half a million families. The combined 
daily circulation hardly reaches that mark 

These newspapers consistently lead in readership in 
Georgia and in the entire South as well. 

Their steady and healthy growth reflects the same 
trends in the expanding industrial South. 


Che Atlanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 


CIRCULATION 


Represented by Kelly-Smith Co. 


SUNDAY 


449,335 


DAILY 
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Let Agencies 
Handle Farm 
Glut: C&W VP 


(Continued from Page 1) 
problem. Suppose butter were still 
a surplus, and one agency should 
be awarded butter. Its appropria- 
tion would naturally be large. The 
chosen agency would then go to 
work and study butter. 


# “It would put its best brains to 
work on studying markets for but- 
ter here in the U.S. and abroad. 
They would find new markets for 
butter, promote it and advertise it. 
They would handle the entire job 
as they would a national food ad- 
vertiser. If Coca-Cola can do it, 
there is no reason why butter 
can’t.” 

Mr. Williams said it is “ridic- 
ulous that the biggest business in 
this country today—the U.S. gov-) 
ernment—spent only $200,000 in| 
measured media last year. Com-| 
pare that with Coca-Cola’s $13,-) 
000,000, or General Motors’ $90,-| 
000,000, or General Foods’ $37,-| 
000,000.” 

Mr. Williams pointed out that it) 
cosis the government $1,000,000 a 
day just to store the farm surplus. 
“Man,” he said, “you could run a 
full-page advertisement in every 
daily newspaper in the U.S. for 
$500,000.” 

He added that the government) 
has no qualms about being a client | 
of Du Pont, General Electric or} 
General Motors, “so why should) 


The New Yorker for over 30 years 
has been waging 

a long, lonely, and losing struggle 
against the obvious exaggeration 
the unprovable claim 


the meaningless superlative 


The struggle 
| gets longer, lonelier, and losinger 
all the time. 


Recently, 

in order to check on the success, 

if any, 

of this stubborn crusade, * 
we had our Mrs. Pemberton make a survey 

of our own pages for a six-month period. 

She found 

312 “finests”, 

281 “world’s bests”, 

and 58 “America’s onlys’, 

together with 

47 other bits and pieces of improbable nonsense. 


we would soon go out of business 

—a step we can ill afford 

If we protested each of them individually, 
we wouldn't have time to do anything else 
—another step we can ill afford. 


Hence this foolish 

but hopeful document. 

a plea for 

the still small voice of calm 

the cloud no bigger than a man's hand 
the not with a bang but « whisper 

the don’t shout, I can hear you. 


In all humility 
and all seriousness 
we ask your help. 
| 


pad 


If we flatly refused to print any of this sort of stuff, “, sail - & a” . New| 
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QUIET PLEASE—The New Yorker takes a 20-page file-size brochure, 

almost all of it devoted to white space and peaceful blue wave 

curves, to carry this message of restraint to advertisers. AA’s pre- 
diction: Improbable nonsense will not perish from the earth. 


; |promotion, Seagram-Distillers Co.; 
the government have such a strong| New ANA Committee i a ieee -diteiie os 


reaction to being a client of one or 
more advertising agencies.” 


= Mr. Williams said he had no) 
fears about government marketing 
hurting sales of privately marketed 
food products. He said past experi-| 
ence has shown that such competi- 
tion extended markets rather than 
restricted them. 

For example, he said that if the 
butter promotion impaired marga- 
rine sales, “‘wouldn’t the marga- 
rine people have te come up with 
a better product, at a still cheaper 
price and have better promotions?” 

Mr. Williams declared that the 
Advertising Council setup is not al 


suitable vehicle for this type of! getermine the terms and methods | 


promotion. He said that with agen- 


cies donating their services and for them and will contribute most | 


media donating their space and 
time, “the government would nat- 
urally not draw on the full ability | 
of the advertising agencies, nor| 
would they get the right space to/ 
accomplish the job.” 

Mr. Williams recalled that the 
Soviets prophesied that our pro- 
duction would bankrupt us, and 
he said we are proving them right | 
with our farm surplus. He pro- 
posed that, as an experiment, the 
government “take an adequate ap- 
propriation and award it to an ad- 
vertising agency for one surplus 
product—-and then see what the re-| 
sults would be.” 


Barclay Named Publisher of | 
‘Tide’, Salisbury of ‘SM’ 

Hartley W. Barclay has resigned 
as industrial advertising manager 
of the New York Times to become 
publisher of Tide, advertising 
fortnightly recently purchased by 
Bill Bros. Publishing Corp. from 
Billboard Publishing Co. (AA, 
April 30). Mr. Barclay’s appoint- 
ment is effective with the May 19 
issue, first under the new man- 
agement. 

Bill Bros. also has named Philip 
Salisbury, editor and general man- 
ager of Sales Management for the 
past several years, editor and pub- 
lisher of the publication. Mr. Salis-| 
bury, who has been with Bill Bros. | 
33 years, will also be a member of | 
the executive committee on Tide | 
in his new post. 


Will Study Agency 


Commission Setup 
(Continued from Page 1) 


marked changes in the agency- 
advertiser relationship “have led 
many advertisers to the conviction 
that advertisers and agencies 
should reexamine the method of 
compensation to make sure it is 
soundly based and that it best 
meets their individual needs un- 
der today’s conditions. 

“In the opinion of the ANA 
board,” he said, “advertisers and 
their agencies should be free to 


of compensation which are best 
to productive advertising.” 


s In further explanation, he went 
on to say that the “concern of ad- 
vertisers” is the recognition of 
their responsibility to achieve 
maximum productivity in their 
advertising and their belief that 
“in view of the marked changes 
in the value, scope and nature of 
advertising agency services, an 
open-minded study of compensa- 
tion is warranted.” 

The “open-minded” phrase, of 
course, is one used by ANA Chair- 
man Edwin Ebel, of General Foods 


|Corp., in a closed-session speech 


to the American Assn. of Adver- 
tising Agencies at its convention 


\late last month. At the time, the 


Four A’s was quick to say it had 


always been open-minded; it also | 


appointed a special committee on 
advertiser relations. 


s Members of the new commit- 
tee, many of them ANA officers 
or board members, are (in addi- 
tion to Chairman McLaughlin): C. 
J. Coward, senior consultant for 
advertising and sales promotion 
services, marketing services divi- 
sion, General Electric Co.; Donald 
S. Frost, vp in charge of advertis- 
ing, Bristol-Myers division of 
Bristol-Myers Co.; E. G. Gerbic, 
vp, Johnson & Johnson; J. Ward 
Maurer, vp for advertising, Wild- 
root Co.; George E. Mosley, vp in 


|charge of advertising and sales 


| product advertising and sales pro- 
imotion office, Ford Motor Co.; 
|Henry Schachte, vp, Lever Bros. 
|Co.; William Brooks Smith, vp in 
charge of advertising, Thomas J. 


|ident, said in explanation that|Lipton Inc., and Ralph Winslow, 


vp and manager of marketing, 
|Koppers Co. 


Erwin, Wasey Appoints 
\R. M. O'Donnell, Frank Davies 

Erwin, Wasey & Co., New York, 
has appointed Robert M. O’Don- 
nell a vp and account supervisor. 
Mr. O’Donnell was an account su- 
pervisor with 
Ruthrauff & Ryan 
for the past seven 
years, and prior 
to that was an 
account execu- 
tive with Fuller 
& Smith & Ross 
and was in the 
promotion de- 
partment of the 
Chicago Daily 
News. 

Erwin, Wasey 
also has named Frank Davies an 
account supervisor on drug prod- 
ucts. Mr. Davies has been with 
Vick Chemical Co. for the past 
seven years, most recently as prod- 
uct manager. 


‘Zenith Names McKinney AM 

Charles McKinney has been ap- 
pointed advertising manager of 
Zenith Radio Corp., Chicago. He 
has been director of advertising, 
|merchandising and product mar- 
keting of Magnecord Inc. since 
|1954. Mr. McKinney earlier was 
director of advertising and market 
merchandising of Raytheon Mfg. 
Co. and headed Charles McKinney 
& Associates, marketing consultant, 
from 1943 to 1950. 


ee. 
Bw 


Robert O’Donnell 


|Moloney Names Ottinger 

Herbert W. Moloney, president 
of Moloney, 
New York, newspaper representa- 
tive, has appointed John C. Ot- 
tinger Jr. his executive assistant, 
effective May 14. Mr. Ottinger 
most recently was assistant direc- 
ter of the Bureau of Advertising, 
American Newspaper Publishers 
Assn. 


Regan & Schmitt, | 
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Refuse Ads if You Don’t Think They'll 


Help Sales, Cone Advises Newspaper Reps 


on tv, Mr. Hussey said. He added 
that Kleenex today has the larg- 
est share-of-market in its history. 


| (Continued from Page 1) 

| faster, more rewarding and better 
|than ever before because people 
do not have the time to read pub- 
|lications from cover to cover, Mr. 
| Cone said. Pointing out that tele- 
_ vision is the main reason for less 
| reading time, Mr. Cone said agen- 
cies have a tougher time today 
creating print ads that compete 
favorably with tv. 

He described tv as “the most 
wonderful advertising medium”— 
|if a company can demonstrate its 
products. However, he pointed out 
that some tv commercials are very 
annoying, particularly those in 
which nothing is demonstrated. 
The greatest media combination 
is tv and newspapers, he said. 


® Marketing strategy for Kleenex 
over the past 32 years was de- 
scribed by John J. Hussey, FC&B 
account executive. The agency has 
handled advertising for the prod- 
uct since its inception. 

Mr. Hussey said Kleenex origi- 
nally was used only as a cold 
cream remover. In 1929, the mar- 
keting pattern for Kleenex was 
changed when it was discovered 
that the majority of people wished 
to use it as a “cold aid.” 

In 1943, Little Lulu was born. 
Little Lulu and the pop-up feature 
of Kleenex have been heavily pro- 
moted to give the product person- 
ality, Mr. Hussey said. 

A gradual evolution from drug 
and department stores to chain 
food stores occurred in 1947. To- 
day, the great majority of Kleenex 
sales are in food stores. In 1953, 
Kleenex was taken off fair trade 
lists. 


= Because of intense pressure from 
300 competing companies, Kleenex 
undertook four. major marketing 
changes in 1955, Mr. Hussey said. 
They were: (1) The number of 
tissues was increased from 300 to 
400, (2) Kleenex added pink and 
yellow tissues in addition to white, 
(3) Price of the product was 
equalized to meet competition and 
(4) Kleenex made a large adver- 
tising investment in network tele- 
vision. 

Kleenex went strong into tv be- 
cause of the medium’s coverage in 
metropolitan areas, and because 
the product can be demonstrated 


=" R. W. Tully spoke about the 
many marketing and advertising 
| changes that were made for Kool- 
Aid shortly after the company was 
purchased by General Foods. FC&B 
has been the Kool-Aid agency since 
1953. 

“When General Foods bought 
Kool-Aid in 1952, it undertook 
market, sales and consumer atti- 
tude studies,” Mr. Tully said. “GF 
also studied Kool-Aid’s packaging, 
displays, flavors, competition and 
distribution to determine what im- 
provements could be made.” 


= As results of the studies, new 
packages were introduced, a more 
extensive distributor system was 
set up, point of purchase material 
was modernized and new flavors 
were marketed. The studies also 
disclosed that women and children 
were the important buyers of the 
product; that Kool-Aid’s major 
competitors were the soft drink 
bottlers, not the powder-drink 
makers, and that weather was im- 
portant but not all-important, Mr. 
Tully said. 

Kool-Aid’s advertising was dras- 
tically overhauled because of the 
studies. Under the former owner, 
the product was advertised only 
two months yearly, in small space 
ads in newspapers and magazines. 
The ad budget was small, and 
copy was directed to adults. 


® Under the new ad program, 
Kool-Aid is advertised four and 
one-half months a year. Media 
used are newspapers, comics, farm 
magazines, outdoor, network tele- 
vision (three shows and spots), 
and radio. The ad budget has been 
greatly increased and ads are more 
colorful and interesting than in 
the past. . 

Kool-Aid sales in °54 were up 
|28% over ’53 and ’55 sales jumped 
31% over ’54, Mr. Tully said. He 
estimated that °56 sales would 
show an even larger increase. On 
an ounce basis, Kool-Aid now has 
15% of the soft drink market. 
More Kool-Aid is sold during off- 
season months than the combined 
all-year sales of competing pow- 
der companies, he said. 


' 


Products Needn’‘t 
Be Liked; They Can 
Be Learned: Politz 


Cxuicaco, May 10—Products and 
advertising need not be liked; peo- 
ple can be taught to like them, or, 
in the case of the ads, need not 
even think about them. 

Alfred Politz, head of Alfred 
Politz Research Inc., introduced 
these points as a very broad criti- 
cism of market survey findings at 
an Assn. of National Advertisers 
workshop today. 

“A marketer cannot improve his 
product by making changes based 
merely upon surveys that show 
what the tastes of consumers al- 
ready are,” said Mr. Politz. “This 
kind of research overlooks the 
importance of learning.” 

For illustration, he pointed to 
the case of the beginner at cig- 
aret smoking: “It is only after he 
has smoked a series of cigarets 
that he reaches the point where 
he actually likes the taste.” 


s And yet, he noted, an “un- 
sophisticated” researcher who 
made a current taste survey in a 
country new to tobacco “would 
conclude that cigarets could not 
be sold in that country.” 

Similarly, said Mr. Politz, pref- 
erences for soft drinks, and par- 
ticularly the cola drinks, are ac- 
quired through training. 


| As for advertising, Mr. Politz 
'raised the question of what the 
| advertiser wants to sell—the ad 
jor the product. 

“The most efficient advertising 
makes consumers like the prod- 
uct . . . It does not make them 
think of the advertisement itself,” 
he said, and added: 

“Much of the effort devoted to 
measuring advertising efficiency is 
mistakenly based on the notion 
that attention-getting and genera- 
tion of pleasure are synonymous 
with successful advertising.” 


CBS’ Ist Quarter 
Income Gains 14.6% 


New York, May 10—The Co- 
lumbia Broadcasting System had 
a record first quarter, with a con- 
solidated net income of $4,462,783, 
compared with $3,892,677 for the 
corresponding period in 1955, 
William S. Paley, CBS chairman, 
has reported. This represents a 
14.6% gain. 

First quarter earnings were at 
the rate of 60¢ per share on out- 
standing Class A and Class B 
shares, compared with 53¢ a share 
for the comparable quarter last 
year. 

Consolidated net revenues and 
sales for the first quarter of ’56 
amounted to $88,406,663, against 
$77,776,463 for the same period 
last year—a gain of 13.7%. 
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The simple copy in outdoor leaves 
much to the imagination of read- 
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Ford (Motor) Buy | 
of Ford (Tenn. Ernie)| 
Is TV News Highlight 


New YorK, May 11—Several 
more of the network tv program- 
ming pieces fell into place this 
week. 

At NBC, Sid Caesar’s Saturday 
night lineup of sponsors is set for 
fall. None of his current Monday 
night advertisers is in the group, 
which includes R. J. Reynolds To- 
bacco Co. (William Esty Co.) for 
Camel, Quaker Oats Co. (Need- 
ham, Louis & Brorby), Bab-O 
(Dancer-Fitzgerald-Sample) 
Knomark Mfg. Co. 
Co.) 

Sponsors of the new shows which 
will replace Mr. Caesar on Mon- 
day night also have been signed. | 
The “Lancelot” series, to be seen | 
at 8 p.m., EST, will be = & Co) | 


(Emil Mogul 


by Whitehall (Ted Bates & Co.) 
and Lever Bros. (J. Walter 
Thompson Co.). The Buddy Hack- 
ett program, which will follow, 
will be co-sponsored by Pall Mall 
(Sullivan, Stauffer, Colwell & 
Bayles) and Helene Curtis Indus- 
tries (Earl Ludgin & Co.). 

NBC-TV has put the SRO sign 
on the eight national collegiate 
football games for the fall season. 
The backers are Sunbeam Corp. 
(Perrin-Paus Co.), Bristol-Myers 
(Y&R), U. S. Rubber Co. (Fletcher 
D. Richards Inc.) and Zenith Radio 
Corp. (BBDO). 

In the daytime the new Ralph 
Edwards show, “It Could Be You,” 
has been signed by Brown & Wil- 
liamson Tobacco Co. (Russel M. 
Seeds Co.) for Raleigh, Welch 
Grape Juice Co. (Richard K. Man- 
off Inc.) and Brillo Mfg. Co. 
(JWT). The latter company also 
has bought participations on “Ma- 
tinee Theater.” 


® The big news makers this week 
at CBS-TV were Arthur Godfrey 
and Jackie Gleason, both of whom 
seem set to exercise a gentleman’s 
prerogative of changing his mind. 

It now appears Mr. Godfrey will 
keep his Wednesday night hour 
on tv despite earlier headline 
announcements that he was reduc- 
ing his television schedule. The 
word is that he will be starred in 
a variety show for his current ad- 
vertisers, Toni, Kellogg, Pillsbury 
and CBS-Columbia. 

Mr. Gleason, who switched to 
film and a half-hour format last 
year, will return to his live hour 
show and all the Gleason charac- 
ters—not just the “Honeymooners” 
—this fall. Buick reportedly will 
be one of his sponsors; the others 
are not definite. 


There also is the problem of| publisher, entered into in 1952, will 
|continue in effect, but, he said, 


somebody’s having to buy up his 
Electronicam film contract for 
the 1956-57 series. CBS-TV is ex- 
pected to take on this obligation. 


® At ABC-TV, Ford is pencilled 
in for Wednesdays at 9:30 p.m., 
EST, for the “Ford Theater,” now 
seen on NBC-TV. The NBC-TV 
period will be filled by Tennessee 
Ernie Ford in a new nighttime pro- 
gram for Ford. R. J. Reynolds 
(Esty) is set as alternate sponsor 
of “Wire Service” Thursdays for | 
the fall season. Dodge (Grant Ad- | 
vertising) will present a second | 
Lawrence Welk show, this one | 
aimed at teen agers Mondays at 
9:30 p.m. EDT, starting in Sep- 
tember. 


Rose-Martin Elects Rose 

Ira W. Rose II, exec vp of Rose- 
Martin, New York, has been elec- 
ted president of the agency, suc- 
ceeding his father, who died April 
9. Moreton Abbott, formerly copy 
chief, has been named vp and copy 
director. Alex B. Kenne, art di- 
rector, has been elected a vp. John 
A. Boulle remains vp and general 
manager, and G. M. Rundbaken 
continues as vp and media direc- 
tor. 


and | “ais 


‘Henri, Hurst Adds Account 


A new ragged Royal portable. ; 
| 


_ ROYALITE 


Only 8 inches high 
. with full.siaed keyboard 

Guwes sharp, clear typing 

Mighty durable, tool 


| 
| 


LOWDOWN—“Even a _ dachshund 
could straddle” its new Royalite, 
says Royal Typewriter Co., New 
York, in this introductory color 
ad in the May 14 Life. Model is 
3” high, has full-size keyboard. It 
retails at $69.95. Young & Rubi- 
cam is the agency. 


Scripps-Howard 
Adds Controlling 


Shares in ‘Enquirer’ 


CINCINNATI, May 11—E. W. 
Scripps Co, owner of the 
Scripps-Howard chain of 19 news- 
papers, has acquired a controlling 
interest in the Cincinnati Enquir- 
er, Roger H. Ferger, publisher, an- 
nounced this week. 

In a memorandum posted on the 
newspaper’s bulletin boards, Mr. 
Ferger said: 

“Scripps-Howard now, in addi- 
tion to its complete ownership of 
the [afternoon] Post, owns a con- 
trolling interest in the Enquirer, 
but the two papers will continue 
to operate independently and com- 
petitively.” 

The statement was issued fol- 
lowing a conference in New York 
between Mr. Ferger and Roy W. 
Howard, chairman; Jack Howard, 
president, and Mark Ferree, exec 
vp, of Scripps-Howard; and Char- 
les E. Scripps, chairman of E. W. 
Scripps Co. 


= In his memorandum to em- 
ployes, Mr. Ferger said, “The 
Scripps executives are well aware 
of the accomplishments of the En- 
quirer...and they propose to 
avoid doing anything that would 
in any way jeopardize the very 
considerable investment they have 
made... No change in policy or 
personnel is contemplated.” 

Mr. Ferger’s 10-year contract as 


Scripps-Howard representatives 
will be placed on the Enquirer 
board in the near fuiure. 

Scripps control of the Enquirer 
was gained by purchase from Hal- 
sey-Stuart & Co., on April 26, of 
$1,476,000 of the paper’s deben- 
tures for $4,059,000, and the sub- 
sequent purchase through local 
brokers of a considerable number 
of shares of Enquirer stock. These 
purchases ran the price of the pre- 
viously inactive (and unlisted) 
$10-par-value stock to $20 or 
more a share, but trading again 
turned dull this week, at $13 bid, 
$14 offered. 


= The new Enquirer ownership 
ends the four-year period of 
proprietorship by employes, which, 
in the past year, developed into a 
series of internal squabbles. 


Glaser, Crandell Co., Chicago, 
manufacturer of Everbest pre- 
serves and pickles and Derby 
sauces, has appointed Henri, Hurst 
& McDonald, Chicago, to handle its 
advertising. Ruthrauff & Ryan, 
Chicago, formerly handled the ac- 


Last Minute News Flashes 


Sears, Roebuck Promotes George E. Troll 

Cuicaco, May 11—George E. Troll has been named national mail or- 
der sales promotion and advertising manager for Sears, Roebuck & Co. 
He joined Sears in 1945 as a catalog copywriter. Mr. Troll succeeds 
Thomas F. Filline Jr., who has been transferred to the retail division 
of Sears to handle special assignments. 


Bates Fabrics Is Interviewing Agencies 
New York, May 11—Bates Fabrics, although officially still with J. 


| M. Mathes Inc., has interviewed at least three agencies and is expected 


to make a decision within the next few weeks. Bates went to Mathes 
last August when James P. Sawyer closed his agency and joined 
Mathes, bringing along Bates, his major account. 


|Wallpaper Council to F&S&R 


New York, May 11—The Wallpaper Council has appointed Fuller 
& Smith & Ross to handle its advertising. French & Preston formerly 
handled the account. 


P&T’s Private Stock Whisky Goes to Mogul July 13 


New YorK, May 11—Park & Tilford Distillers Corp. will switch its 
account for its Private Stock whisky from Bryan Houston Inc. to Emil 
Mogul Co., effective July 13. A new campaign for newspapers and mag- 
azines is being planned by the Mogul agency, which now handles P&T’s 
Reserve whisky, Old Monastery brandy, Peychaud cordials, Harvey’s 
sherries and ports, Tintex household dyes, Winx Eye cosmetics and 
P&T toiletries. 


Parfums Charand Names Ruthrauff & Ryan 

Cuicaco, May 11—Parfums Charand, newly-organized company 
which will introduce three new perfumes and companion colognes, has 
appointed Ruthrauff & Ryan, Chicago, as its agency. 


Curran Is Named Ad VP of Church & Dwight 


New York, May 11—Patrick F. Curran, advertising manager of 
Church & Dwight Co., has been elected vp in charge of advertising. Mr. 
Curran, who joined the company 40 years ago and has headed the ad 
department since 1939, became the first ad department member to be 
named to a corporate office. He disclosed that a major baking soda 
summer ad drive will start next month. Media include 110 news- 
papers, and Life, Successful Farming and Sunset Magazine. 


Rintelen Named Coca-Cola Overseas Ad VP 


New York, May 11—Joseph W. Rintelen has been elected vp in 
charge of advertising for Coca-Cola Export Corp.’s overseas markets. 
Mr. Rintelen has directed the company’s overseas advertising since 
1949. He joined the company in 1932 in Germany. Russell Jones has 
joined the Cleveland office of McCann as a regional advertising and 
sales promotion specialist on Coca-Cola. He was formerly central re- 
gional sales manager for Pulham Bros. 4-Fishermen Seafood Co. 


Hayhurst Gets Part of Canadian Westinghouse 

Toronto, May 11—Canadian Westinghouse Co. is moving part of its 
account from Ferres Advertising, Hamilton, to Hayhurst Co. here. In- 
volved are the company’s large apparatus and atomic energy opera- 
tions. Previously Westinghouse had switched its tv advertising from 
S. W. Caldwell to McCann-Erickson. A third segment of the account— 
the company’s “white goods”—is rumored to be part of a Canadian 
move by Fuller & Smith & Ross, but F&S&R has told AA it has no 
Canadian plans. 


Breathinbra Names Gore-Serwer 

New YorK, May 11—Breathinbra Inc., maker of foundation gar- 
ments, has appointed Gore-Serwer Inc. to handle its advertising. A 
national campaign, using supplements and fashion magazines, will be- 
gin in the fall. Lewin, Williams & Saylor is the previous agency. 


C-C Unit Signs Seven; Other Late News 


e Seven advertisers have signed up with the newly-formed Crowell- 
Collier Unit (Collier’s, American and Woman’s Home Companion). 
They are Procter & Gamble, American Telephone & Telegraph, Tampax, 
Murine, Listerine, Doubleday, and First Western Savings Bank of Las 
Vegas. 


@ The National Assn. for the Advancement of Colored People is run- 
ning its first large-scale ad drive in eight newspapers across the coun- 
try in support of the Powell amendment to the school aid bill which 
would withhold funds from states which didn’t comply with the Su- 
preme Court’s anti-segregation order. Papers in which the 660-line ad 
is appearing are the Chicago Tribune, Cleveland Plain Dealer, Detroit 
Free Press, Los Angeles Times, The New York Times, San Francisco 
Chronicle and St. Louis Post-Dispatch. 


e Fred Klein, for the past eight years brand and advertising supervisor 
on new products at Toni Co., Chicago, joins Earle Ludgin & Co., Chi- 
cago, on May 14 as a vp and account supervisor. 


The panels will be moderated 
by Arno H. Johnson, vp, J. Walter 
Thompson Co.; J. Kenneth Laird 
Jr., president, Tatham-Laird, and 
Robert E. Kenyon Jr., publisher, 


‘Chicago Trib’ Panels 
to Discuss the New 


count. 


Consumer Challenge 


Cuicaco, May 9—The challenge 
to today’s advertising and distri- 
bution methods presented by 
changes in living, working and 
buying habits will be discussed by 
23 business leaders on May 21-22 
at the seventh annual forum on 
distribution and advertising spon- 
sored by the Chicago Tribune. 

Three panels will be presented 
for an audience of manufacturing, 
retailing and advertising execu- 
tives in the studio theater of WGN 
here. 


Printers’ Ink. 


= Some of the questions to be con- 
sidered by the panels will be: How 
can advertisers communicate with 
the new, growing consumer mar- 
ket, pre-selling the goods and 
services consumers will want to 
purchase? How can distribution 
serve this market, providing new- 
er and better goods and outlets, to 
meet the growing demand? How 
widespread are the challenges 
presented by similarities in prod- 
uct and service? 


(Canadian Capers... 


| 


Drama Festival's 
Plug for Calvert 
Raises Rumpus 


Ottawa, May 11—A personal 
advertising blurb on behalf of 
Calvert Distilleries Ltd., originally 
intended, in letter form, for 3,000 
members of the Dominion Drama 
Festival, burst out on the front 
pages of most papers in the coun- 
try Friday. And in the House of 
Commons. 

The letter, written on official 
stationery of the Dominion Drama 
Festival, and bearing the name of 
Governor General Vincent Massey 
on the letterhead as patron, sug- 
gests the members of the festival 
buy the products of Calvert. 

Prime Minister St. Laurent said 
in the House Friday that the let- 
ter had come to his attention and 
that he is giving it “close consid- 
eration.” 


® The furor developed when one 
of the letters from Toronto Attor- 
ney David Ongley, president of the 
festival, reached a member of the 
women’s auxiliary of the United 
Church at Maple Creek, Sask. The 
letter read in part: 

“This spring marks the begin- 
ning of the fourth year of the 
partnership between the Dominion 
Drama Festival and Calvert Distil- 
lers Ltd. 

[Calvert gives the festival an- 
nual grants of $16,500 plus other 
supplementary donations amount- 
ing to a total of $25,000.) 

“Naturally, 1 have asked Calvert 
if they are happy in our joint 
association. They tell me they are, 
but frankly, I am not... so much 
has been and is being done by 
Calvert for us but what are we do- 
ing and what can we do for Cal- 
vert in a tangible and practical 
way? 

“.. Each and every friend of 
the DDF—and their friends—when 
the occasion arises can remember 
and support Calvert .. . increased 
Calvert sales mean increased Cal- 
vert budgets for DDF to be used 
in our plans for the development 
and growth of theater across Ca- 
nada. 

“I hope you will agree with me 
this bears thinking about—and 
simple action.” 


@ The United Church took action 
all right. They’ve filed a letter of 
protest to Mr. Ongley saying that 
the festival should not be “put in 
a position of dependence upon such 
means for securing the financial 
support necessary for its continu- 
ance. 

“It is shocking that such sales 
propaganda should be issued in 
the name of the Dominion Drama 
Festival,” the letter says. 

Mr. Ongley, on his way to the 
opening of the festival in Sher- 
brooke, Que., angrily refused any 
retraction. “I certainly will not,” 
he said. 

Mr. Ongley said he expected 
some complaints. “There are some 
people who don’t believe in whis- 
ky but I was not going to hold 
back because of them. I am not 
afraid.” 

And so it was that a simple 
letter, destined for a mere 3,000, 
was read today by millions of 
Canadian newspaper subscribers 
—and the name Calvert Distilleries 
appeared in most stories including 
the Canadian Press Dispatch. 


Blake Joins PR Oftice 

Alfred J. Blake, formerly pub- 
licity director of Emil Mogul Co., 
New York, has joined John Mor- 
rissey Gray Co., New York, pub- 
lic relations consultant, as an ac- 
count executive. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


Assistant Advertising Manager. 
Young man with comprehensive back- 
ground in feed advertising and sales pro- 
motion. New York City location. 

Box 8374, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

MIDWEST EDITOR 
For Chicago office of a leading horizon- 
tal business magazine with headquarters 
in East. Complete responsibility for edi- 
torial material from a large Midwest area. 
Some knowledge of advertising-marketing- 
packaging fieids desirable. This is a chal- 
lenging opportunity with excellent saiary 


for qualified man under 35. Phone 
DELaware 7-0060 
ADVERTISING & PUBLISHING 


FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 


SOUTHWEST RESIDENCY 
Artist needed for public relations staff of 
a large company. Applicant should have 
both illustrative and production talent. 
Involved will be illustrations, layouts, and 
production for advertising, magazines, 
pamphiets, and ail other media of public 
relations. Salary open. 
Box 8367, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3 4404 
Bankers Bidg. Chicago 3. 


Rare Opportunity For 
Advertising Agency Accountant 
Comptroller or Treasurer 
Two important positions in our 
group are now open for men 
capable of assuming responsibil- 
ities for accounting procedures 
and management problems of 
top agencies served by this office. 
Experience with either large or 
small advertising agency as ac- 
countant comptroller or treas- 
urer desirable. C.P.A. preferred. 
One of these positions requires 
a man of maturity and wide ex- 

rience, the other is for a bril- 
iant young man whom we will 
train. Salary commensurate with 
ability. 
Consideration given only to 
written applications including 
detailed account of experience, 
present salary and education. 
All responses and interviews 
will be held in strictest confi- 


dence. 
IRA RUBEL AND COMPANY 
141 W. Jackson Boulevard 
Chicago 4, Illinois 


PROPER REPRESENTATION 
CAN MAKE: 


COVERAGE 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt., 
Radio, TV. Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Rm. 1116 


Young, fast-growing Chicago public rela- | 
tions firm seeking responsible individual 
of executive caliber who can supervise ac- | 
Excellent ; 
confidential.| WANTED—Free Lance Copywriters and | —— June 1. 20 years, copy, contact, 

planning, 
motive parts, machine tool and hardware 
| field. Sound administrator. Knows all me- 
| dia, production, budgeting, exhibits, pre- 
miums. 
merchandising. Now, V.P., Pub. 
cated in Chicago, will re-locate. 


counts, produce new business. 
opportunity. Replies kept 
Write full particulars. 
Box 8375, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FILM COMPANY NEEDS ARTIST 
who can produce fresh, creative ideas for 
TV spots, industrial pictures, animation, 
titles. Experience in storyboards, layouts, 
lettering, cartoons helpful. Congenial peo- 
ple, good salary, profit-sharing, excellent 
growth potentials. Convenient near north 
Chicago location. 
Box 8376, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| HELP WANTED 


POSITIONS WANTED 


| Professor of Advertising, midwest journal- 
| ism school. Must have degree and sales ex- 


perience, preferably small daily. Teach 
and direct sales on general circulation 
daily. 


Box 8378, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Copywriter for 4A Agency 
Must be exceptional on ideas and copy 
for publication advertising. Agricultural- 
chemical background desirable. 


quirements. 

GREENHAW & RUSH, INC. 
STERICK BLDG., MEMPHIS 3, TENN. 
Advertising Space Salesman 
| Chicago-Midwestern territory 
| leading ABC trade 
| market. Successful sales record essential. 
| Excellent salary, commission and ex- 
penses. Submit 

personal data for interview. 
Box 8379, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Artists in vicinity of New York area; 
strong in Direct Mail. Write giving quali- 


| fications and experience. 


Box 8368, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
CIRCULATION MANAGER 

Experienced in promotion fulfillment ABC 
and BPA reports. Two leading business 
publications. Excellent opportunity. NYC 
location. Submit resume of experience and 
past earnings. 

Box 8380, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ADVERTISING ASSISTANT 
Head of small, well-established agency in 
New York seeks talented young man for 
unusual opportunity to grow into posi- 
tion of responsibility. Must show proven 
creative ability, write sound copy, know 
good art. Thorough knowledge of produc- 
tion essential. Ability to go after and get 
new business can accelerate growth po- 
tential. Salary $7500. Write fully in con- 
fidence. 
Box 8377, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


GROW RICH ALONG WITH US_ 

We're a young and growing Chi- 
cago a ag f you're a creative 
TV_Ra io writer-producer (em- 
hasis on the creative writing) 
et’s discuss our mutual future. 
Write giving qualifications and 
experience. 

rite: Box 951 Advertisi Age 
200 E. Illinois St., Chicago 11, Ill. 


INCREASING 
DEALER TRAFFIC AND SALES 


Competitive marketing condi- 
tions today at the consumer and 
retail level make it important 
that new merchandising and 
promotion ideas be activated 
that have demonstrated store 
traffic and selling power. 
Our experience is proving that 
well planned merchandising 
romotions at the local retail 
evel can build dealer traffic and 
profitable sales. 
We will be very happy to con- 
sult with you or any members 
of your organization. 


DRAKE MERCHANDISING 
COMPANY 
185 North Wabash Ave. 
Chicago 1, Illinois 
FRanklin 2-4842 


WANTED: 
Seasoned Agency Copywriters 


' These openings are not for the novice, or men who aspire 
to break into the agency business from another field. 


We seck successfully employed men who have had 
years and depth of experience with substantial agencies 


on accounts of many types. 


The men we seek are, above all, idea men. Imaginative, 
versatile. Able to stand on their own two feet, yet work 
harmoniously with the agency team. 


To these men, we offer a fine opportunity in a rapidly 
growing, respected agency with a diversified list of lead- 


ing accounts. 


Salary is open and commensurate with ability, experi- 
ence and achievement. Bonus plan. Profit sharing. Liberal 


vacation. 


Send résumé—but no samples yet, please. Replies will of 
course be held in complete confidence. 


Address: A. E. Aveyard, President 
MacFARLAND, AVEYARD & COMPANY 
333 North Michigan Avenue * Chicago 1, Illinois 


ADVERTISING 
ACCOUNT EXEC, Consumer ...........$12,000 
PUBLICITY Writer, MEE. ......0-.vs $8,400 


COPY-CONTACT, Industrial-Consumer 

COPYWRITER, Medical experience. Open 

DIRECT MAIL SUPV., letters ............$7,500 

ADVTG. ASSISTANT, Production ....$7,500 
SHAY EMPLOYMENT AGENCY 

30 W. Washington Chicago 2, Illinois 


CREATIVE 
ART DIRECTOR 
Medium sized, fast growing ad- 
vertising agency offers excep- 
tional opportunity to prolific, 
top-flight, creative idea man. 
Experience in proprietary drugs 
and package-goods preferred. 


All media, promotion, display 
and packaging. Impressive abili- 
ty and appearance required for 
client contact. Write giving age, 
experience and salary require- 
ments. 

Box 950 ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


“Our 45th Year” 


open on) 
publication in a major | 


complete business and | 


ADVERTISING EXECUTIVE 
Seeks greater challenge as advertising 
manager or account executive. Experi- 
enced in all media—market analysis and 
merchandising. Creatively proven in mail 
order and direct-response retail. Thorough 
knowledge of cost control, budgets, graph- 
ic arts. Age 30, married. 
Box 8381, ADVERTISING AGE 


| _ 200 E. Illinois St., Chicago 11, Illinois 


Send| Wanted opportunity for advancement. 
summary of qualifications and salary re-| Now private secretary with excellent 


background in advertising, PR and admin- 
istrative procedures in the food field. 


Good creative ability. What have you to 
offer? 


Box 8382, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Advertising Age, May 14, 1956 


j REPRESENTATIVES WANTED 
SALES REPRESENTATIVE WANTED 
Top rank advertising photographer, spe- 
cializing in food illustration needs full time 
rep. Applicant must know photography, 
have N.Y. Art Director following, be able 
to open new accounts. Liberal terms to 

right man or woman. Send resume. 
Box 8385, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
REPRESENTATIVES AVAILABLE 


Need Midwest representation? Energetic, 
intelligent coverage to produce high sales 
for your publication. Illinois, Michigan, 
Indiana, etc. 
Box 8386, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITY 


CREATIVE ART DIRECTOR, 33, modern 


layout design, Cleveland area, $13,000. 
Box 8383, ADVERTISING AGE 
200 E. Illinois St., Chieago 11, Illinois 


ADVERTISING MANAGER... 


ACCOUNT EXECUTIVE 


in electrical, chemical, auto- 


Specialist, campaign planning, 


Co. Lo- 


Box 8384, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TV SALESMAN WANTED 


Top flight salesman wanted 
for Northern Ohio’s leading 
TV station. Excellent oppor- 
tunity for aggressive expe- 
rienced man. High earning 
potential. Send complete 
resume to 


Box 954 Advertising Age 
200 E. Illinois St. 
Chicago 11, Illinois 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 


DEARBORN 2-1062 


187 N. LASALLE. CHICAGO = 1LLINOIS 

| 

PUBLICITY COMMERCIAL | 
CONVENTION INDUSTRIAL 


COPY-CONTACT $16,000 


35-45 years, hvy. agy. food exper. 
FARM COPYWRITER midwest $10,000 
COPY SUPERVISOR midwest $ 9,000 
ASS'T. MEDIA DIR. print. exper. $ 9,000 


GLADER CORPORATION 


“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE. 6-5353 Chicago 


WANTED 


—Seasoned Industrial Power 
Equipment Copywriter with 
Industrial background, pref- 
erably with good share of it in 
the road-machinery or exca- 
vating equipment field... You 
would join a veteran team in 
a long-established Mid-west 
agency—to work on one of 
the fast-growing major ac- 
counts in the field—salary $12 
to $15,000. Your reply should 
include a complete resume of 


your experience, selected 
samples of your work (we'll 
return them), educational 


background and references. 
Final selection will be made 
by personal interview. 


Box 948, Advertising Age, 200 
E. Illinois St., Chicago 11, Ill. 


CHICAGO 
ADVERTISING AGENCY 
PERSONNEL 


% Whether you are the head 
of an agency or one of the men 
behind the desks, we may be 
able to help you — and it won’t 
cost you a cent! 

% Our PROFESSIONAL 
DIVISION serves many of Chi- | 
cago’s leading advertising and || 
publicity agencies, newspapers, || 
magazines, radio and TV sta- | 
tions. 

% Our files contain applica- || 
tions from graduates of 106 col- | 
leges and universities. We have 
copy writers, artists, media peo- 
ple, editors, free lance writers. 

% No fees charged applicants 
or employers. | 


Professional, Sales & Clerical Office | 

Illinois State Employment Service 

73 West Washington Street 
Financial 6-3960 


| 
| coming 17 brands, it's now number two. 
| 


PARTNER WANTED 
Small recog. Adv. Agcy. or Acct. Exec. 
with accts. seeking opportunity to grow 
into partnership. Write giving us facts to 
consider. 

Box 8387, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

MISCELLANEOUS 
Stock color illustrations for 
| 200,000 varied subjects by top photog- 
|raphers. Also one million black and 
whites. Selection on request, FPG, 62 W. 
45 St., N.Y.C. 

PUBLISHERS-ADVERTISERS 

Why pay premium prices for newsprint 
when we can print for you. Standard or 
Upgrade paper. Complete publishers’ fa- 
cilities, from composing to bindery-letter- 
press-large midwest plant-competitive 
prices. 


Box 8355, 
200 E. Illinois 


advertising. 


ADVERTISING AGE 
St., Chicago 11, Illinois 


Available: Agency-man 
HEAVY FOOD-GROCERY 
wants to help sales grow 


Nine years 4-A agency experience as ac- 
count executive, copywriter, layout man. 
Has increase profits for food, grocery, feed, 
beer and soap accounts. Knows how to get 
chain distribution. First-hand experience 
| analyzing markets. Knows merchandising, 
|] media, budgets. For example: 


© For $100,000,000-sales firm—markets like 
Detroit, Cleveland, New York; in charge 
of merchandising for 38 branches; helping 
two-year sales up 13%. 

e For a food, selling cities like Dallas, 
Kansas City, Omaha; planned advertising 
upping one-year sales 13.2%. Helped put 
new line in chain-stores, month after two 
bigger competitors failed, 


o Helped a coffee crack Los Angeles. Over- 


There’s more, too, In process of leaving 
agency for real challenge as Advertising 
Manager or Account Executive. B. S. De 
gree. 35—still ambitious, flexible, open- 
minded. Re-locate, prefer Midwest-West. 


Box 953 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Illinois 


Top Editorial Copywriter Wanted 


SEVENTEEN 
Magazine 


Salary dependent upon 
Staff knows 


Box 949 
480 Lexington Ave., 


Advertising Age 


ability and experience. 
of this ad. 


New York 17, N. Y. 


PROMOTIONAL 
SECRETARY 


Here is that better opportunity 

you have been seeking. Check 

these advantages: 

C0 Light dictation load 

(0 Write correspondence and di- 
rect mail pieces on your own 

(C) Assist in screening executives 
for top advertising positions 

(J Have regular contact with 
newspaper publishers all over 
the nation 

(0 Regular weekly salary plus 
phenomenal monthly bonus 

This is your chance to break out 

of the low wage bracket and in- 

to an excellent salary. 


BIRCH SUITE 1417 
59 E. Madison CEntral 6-5670 
CHICAGO 2, ILL. 


PUBLICATION FOR SALE 


Old established, profitable weekly 
trade paper for sale. Will also 
consider sale of printing plant or 
merger with medium-sized letter- 

ress plant. Address P. O. Box 100, 
7 Square Station, New York, 


plete 
of Ad men, for Ad men... by an Ad mas 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRonklin 2-3280 


Talented designer for litho displays—some experi- 
ence in plastics or etc. helpful. Willing to relocate 
in Milwaukee (Home of the Braves) at our expense. 
Interesting variety of assignments and clientele— 


working conditions and 
young and 
Sauer, Presi 


DISPLAY CORPORATION 
521 Broadway, Milwaukee, Wis. 


sqeetive. Phone, or wire collect, L. A. 
ent. 


facilities excellent. Staff 
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Reach, Yates & Mattoon Names 


Harold Black, Nelson Metcalf 


Reach, Yates & Mattoon has ap-' 


pointed Harold H. Black, formerly 


vp in its Newark office, exec vp 


Nelson C. Metcalf | 


Harold H. Black 


of its New York operation. Mr. | 
Black has been with the agency 
nine years. 

The agency also has named Nel-| 
son C. Metcalf Jr. vp and creative 
director in its New York office. 
Mr. Metcalf has been group copy | 
head of McCann-Erickson for the | 
past 12 years. 


Edward Acree Named VP 


Edward Acree, formerly account 
executive and food merchandising 
consultant, has been named a vp of 
Cargill & Wilson, Richmond. Mr. 
Acree joined the agency in 1955 
after eight years as an executive 
of Colonial Stores. 


“ARE YOU QUALIFIED?” 


MERCHANDISING MGR. ......... $20,000 
Solid history in foods or related 

MARKET RESEARCH DIRECTOR $20,000 
Heavy experience in foods, etc 

ACCOUNT EXECUTIVE 
Poods or packaged goods 
SR. COPYWRITER $10,000 
Foods, or beverage—West Coast agency 


PRODUCT BRAND MGR. . $10,000 
Foods, or related FF goods” 

ASS'T MEDIA DIRECTOR ....... $10,000 
Solid agency print background 

ee BP eee $ 7.000 } 


All-around print e 
“Contact me in 
GEORGE E. PYLKAS 
Executive Advertising Consultant 


Wabash Agency 
202 S. State—Chicago 4—WaAbash 2-5020 


TOP NOTCH 
LAYOUT MAN 
AVAILABLE 


free lance basis 
Chicago area 

Box 952 

200 E. Illinois St., Chicago 11, Illinois 


Advertising Age 


AN EXPENSIVE BARGAIN 


A top media salesman, who moved 
into publication m t, misses 
the thrill of hitting the line. Too || 
young and vigorous to be an office |) 
asset, he wants to get back into the 
work he knows and loves best. He's 
not cheap, but given his head he 
will return many times his cost. He’s 
41, married, healthy, a capable 
speaker, good mixer, and has wide 
experience and friends in both pub- 
lication and TV. If you really need 
such a man he’s a bargain. Without 
area ties he'd like to meet with you 
anywhere. He’s immediately avail- 
able. Box 947, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


it 


The Midwest's 
outstanding plecement 
service for Adv. - Art & 

allied fields. 

By appointment ently 


59 E. MADISON + SUITE 1417 
CEntral 6-5670 


BIRCH 
os 
Executive 


Placement 
Counselors 


AGENCY TRIPLE-THREAT MAN 
Contact + Planning -+- Copy 
COMPLETE CAMPAIGN BUILDER . 


strong on analyzing, <tsusiteing, 
merchandising . . . with consistent 
record of successful service to in- 
dustrial and consumer accounts. 
A real pro, solidly proved both 
stable and able. And still young 
enough to stake present 5-figure 
security against greater growth po- 
tential. Let’s swap facts—now 
Box 927, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


Latest Radio and TV Ratings 


Nielsen Radio 
Two Weeks Ending April 7, 1956 


All figures copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


Current Homes* 
Rank Program (000) 
wteaer~ ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (705) 
1 Greed: GCRGIIRTIIEE, BE) ccvcenscccesesccessnsccsencscsncnstinsepsveosneisaes evcscsevecesscossose 1,692 
2 People Are Funny (Participating, NBC) ............00ssesseeereerseereesecneeeeseeneneens 1,692 
3 Our Miss Brooks (Toni, CBS) 1645 
4 You Bet Your Life (DeSoto-Plymouth, NBC) 1,598 
5 Edgar Bergen (CBS Columbia, CBS) 1,504 
6 Edgar Bergen (Brown & Williamson, CBS) 1,457 
7 Two fer Gio Mamey G Carterd CIGD ciscccscsceciscsecseesecesseeestpssecccccncosecscvecccee 1,457 
8 News & Gene Autry (Wm. — Jr. Co., CBS) . 1,316 
9 Gunsmoke (Liggett & Myers, CBS) .. sea Oe 1,222 
10 ee IS, BI secs arcs nesianns alien astuincanintcsteitn sietenererscubutinn 1,175 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (752) 
News of the World (Miles Labs., NBC) ...... 1,598 
One Man's Family (Participating, NBC) ............cccssscssessesseeenrerenrnenesensensennn 1,504 
| 3 Lowell Thomas (Delco Batteries, CBS) .......... 1,269 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,269) 
1 Wendy Warren (Philip Morris, CBS) 2,068 
2 Helen Trent (Toni, Monday-Friday, CBS) ...........cccccscssessesseseesrserereenenseneeenes 1,974 
3 Sia: Te, Ga ne GI erctnctclhrnntcDicencovensticenstcsvwicctancsesscsecenteccoctcs 1,974 
4 Helen Trent (Toni, Monday & Wednesday, CBS) ..........ccccceeseeee 1,927 
5 Wendy Warren (Hazel Bishop, CBS) ............. 1,880 
6 Young Dr. Malone (Toni, Tuesday & Thursday, CBS) ...........ccccesecseeseeeere 1,833 
7 Wendy Warren (Standard Brands, CBS) 1,833 
8 Arthur Godfrey (Lewis Howe, 10:00, CBS) o.........cccccccccccseesessecseenseseeneenenen 1,833 
9 
0 


Guiding Light (Procter & Gamble, CBS) 1,786 

1 Arthur Godfrey (Staley, 11:00, CBS) 1,692 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (423) 
1 Robert Trout News (Chevrolet, 10:00, CBS) 987 
2 Woolworth Hour (F. W. Woolworth Co., CBS) 846 
3 Hour of Decision (Billy Graham Evangelistic Assm., MBS) ...........000-00 705 

| DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (658) 
& Gunsmoke (Liggett & Myers, CBS) 1,551 
2 Metropolitan Opera (Texas Co., ABC) 1,316 
3 Allan Jackson-News (Chevrolet, 10:00, CBS) 1,222 


*Number of homes reached is based on 47,000,000, the estimated March, 1956, total 


of U.S. radio homes. 


programs, homes listening one minute or more are included. 


Sindlinger 
Word-of-Mouth on TV* 
For the Week Ending April 21, 1956 


| THomes reached during all or any part of the program except for homes listening 
jonly one to five minutes (formerly designated the “Nielsen-Rating”). For five-minute 


% of 

Rank Program Mention 
1 RE ee ee 12.6 
2 Phil Silvers Show (R. J. Reynolds, Amana, CBS) .... 9.6 
3 Se Ee ee eTT 74 
4 Wide, Wide World (Several sponsors, NBC) ............cccccccscesseseeseeseeseeseeseneee 7.3 
| 5 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ............cc...cceccccceeseeneneeeeee 7.2 
6 | Love Lucy (Procter & Gamble, General Foods, CBS) ............ 67 
7 Person to Person (American Oil, Hamm beer, Elgin, CBS) 5.9 
8 See HE RNG, CED: eccctesttdetassecettithgeinten init bhenientdiniatiecsenniigtiasa init 5.7 
9 December Bride (General Foods, CBS) ........:ccccccccccecsceeeesseresceeeeees 5.3 
10 $64,000 Challenge (Revion, P. Lorillard, CBS) ........ccccccccccessesseeseenserneneenneee 5.2 
W ON Sia. GU Rpchescnennccccrnsensnencteincaegnsinanniscaiittatininiesietdelguidbccmamentin 5.0 
12 George Gobel Show (Armour, Pet Milk, NBC) 49 
13 Perry Como Show (Several sp 3 A ry ae nee ae 48 
14 Bishop Sheen (Admiral Corp., ABC) 46 
15 This Is Your Life (Procter & Gamble, NBC) 41 


* Sindlinger & Co. word-of-mouth ratings are based on field interviews, requiring from 


seven to 20 tes to 


duct, and covering other media in addition to television at 


the same time. Interviews are conducted every day of the week, and information is 
compiled for weekly Sindlinger client reports called “Audience Action Index and Media 


Exposure.” 


Videodex 
Top Ten Spot TV Shows* 


April 1-7, 1956 
Copyright by Videodex Inc. 


No. of Cities in which program 
Rank Program appears and distributor 
1 Dr. Hudson’s Secret Journal (106 Cities, MCA-TV) 
| Led Three Lives (119 Cities, Ziv Television) 
Highway Patrol (166 Cities, Ziv Television) 
Liberace (73 Cities, Guild Films Co.) 
Badge 714 (109 Cities, NBC Film Division) 
Count of Monte Cristo (57 Cities, Television Programs of America) 
Annie Oakley (137 Cities, CBS Television Film Sales) 
Mr. District Attorney (93 Cities, Ziv Television) 
Celebrity Playhouse (72 Cities, Screen Gems) 
Guy Lombardo (49 Cities, MCA-TV) 
Science Fiction Theatre (122 Cities, Ziv Television) 
* Programs appearing in a minimum of 20 markets. 
+ Number of homes tuned to the program. 


eneeeeeeeeeenees 


CoCwWOnNO WA WH 


— 


t Average ratio of the number of homes viewing the program to the number of ty 


homes in area carrying the program, compositely 


ARB Network TV 
Week of April 7-13, 1956 


All figures copyright by American Research Bureau 
PROGRAM POPULARITY 


93 


Rank Program Rating* 
Be Ce I Tai inccsctatcsintiasestinnasesveciorteicctapetnonee 51.9 
2 ~=Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 0.0.0.0... 50.8 
3 1 Love Lucy (General Foods, Procter & Gamble, CBS) .......... 49.5 
4 You Bet Your Life (DeSoto-Plymouth, NBC)... 43.9 
5 Jack Benny Show (Lucky Strike, CBS) .............cccssrcerrsertererseesecerseeeeeeeenreesnee 42.4 
6 Disneyland (American Dairy, Derby Foods, American Motors, ABC) ............ 41.3 
7 = Perry Como (Several sponsors, NBC) ..........cccsesseseesesseerensensensenenceneenes 39.3 
8 I've Got A Secret (Winston cigarets, CBS) ..........cccccccccceeseeneeesensenseesennnnanen 38.0 
9 December Bride (General Foods, CBS) ..............cccccccccscecseesssetenerensetneneeneneennes 37.9 
TO Dragnet (Chesterliald, BBC) on... ccesccscsccccrsssssesresesereesssconvecessezeoncersneessoes na 37.3 
TOTAL VIEWERS REACHED 
Rank Program (000)** 
1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .........-.c.ccccccccsessecseeseeneenene 48,020 
2 1 Love Lucy (General Foods, Procter & Gamble, CBS) «0.0.0.0... cceeee 42,580 
3 Jack Benny Show (Lucky Strike, CBS) 
4 $64,000 Question (Revlon, CBS) «00... 
5 = Perry Como (Several sponsors, NBC) ..........c00-csesessnnsererennernnereneessencrencnnnennnes , 
6 Disneyland (American Dairy, Derby Foods, American "Meters, p> or 37,150 
7 You Bet Your Life (DeSoto-Plymouth, NBC) .........ccccsscrerererseeneenerersennanenennes 34,990 
8 The Honeymooners—Jackie Gleason (Buick, CBS) ...........ccccccece cc ceeneennenene 33,360 
D Dragnet (Chesterfield, NBC) ...cccccrcccrccsccsscesccsrecsesserserrssecesssereessessnsensensenssseseee 31,130 
10 December Bride (General Foods, CBS) .............ccseseseeeeeneenerenneennenenennnnnes . 29,960 
*Percentage of homes reached in markets where show appeared. 


**Total number of persons viewing program. 


Broadcasters, Radio 
Dealers Set to Fete 
National Radio Week 


(Continued from Page 3) 
would be happy to participate 
wherever possible. 


Alfred Politz Research Inc., 


marketing research studies. 


Stock Opens Research Office 
J. Stevens Stock, formerly vp of 


has 


formed his own research company 
with offices at 90 Riverside Dr., 
New York. The company will en- 
gage in consumer motivation and 


The association also furnished 


stations with a kit of materials 
including sample proclamation to 
be issued by the local mayor, news 
releases, program suggestions, pro- 
motion hints, filler material and 
spot announcement copy. 


® The Radio-Electronics-Televi- 
sion Manufacturers Assn. supplied 
its members with publicity mate- 
rial, display kits and promotion 
ideas to be circulated to their dis- 
tributors, who, in turn, would for- 
ward them to the country’s more 


NATIONAL TRAD 
ASSOCIATION 


Put your 
finger on every 


One of the best ways to 


than 105,000 radio set retailers. : . 
“We have contacted 900 major get ees aes information 
radio editors and writers through- about trends in the 


out the country and are working 
with local civic leaders to insure 
official recognition from municipal 
and state governments,” H. Leslie 
Hoffman, president of the manu- 
facturers association, said. 

Pointing out that the national 
week, which last year was shared 
with television, was selected to hit 
the pre-vacation and pre-gradua- 
tion peak selling season, he said 
that manufacturers will build their 
promotion around the theme, 
“Give a radio.” 


Douglas Names St. Denis; 
Adds Two Accounts 

Douglas Advertising Agency, 
Rapid City, S. D., has appointed 
Joseph A. St. Denis art and pro- 
duction director. Mr. St. Denis 
formerly was with Royer & Rogers 
Art Service and assistant art di- 
rector of Cities Service Corp., New 
York. 

The agency has been named to 
handle advertising for Buckingham 
Transportation Inc., Rapid City, 
and South Dakota Industrial De- 
velopment Expansion Agency, new 
organization formed to encourage 
establishment of industrial plants 
in South Dakota. 


plus annual MD&DN. 
Mail Coupon Today 


200 E. Illinois St., Chicago 1 


not satisfied. 


major trades and indus- 
tries is to keep in contact 
with the national trade 
associations serving those 
fields. The 556-page 
Annual Market Data & 
Directory Number of IM 
gives you a complete list 
of each association, in- 
dexed by field served. 
Published June 25th. 
Year’s trial of Industrial 
Marketing costs just $3, 
includes monthly copy 


INDUSTRIAL MARKETING 


Enter my year’s trial for $3. 
My money back any time I'm 


NAME 
North American Aviation centien 
Wins Use of ‘North American’ 
North American Aviation, Los STREET 
Angeles, has won exclusive use of ey 4 
the name “North American” in 
connection with aviation in a U.S. STATE 


Supreme Court ruling, which at 
the same time sustained a lower 
court injunction denying North 
American Airlines, a non-sched- 
uled airline, use of the North 
American name. 


0 $3 enclosed [) Bill firm © Bill me 
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S Business is humming in Arizona’s billion dollar 
ARIZONA TRENDS market—1955 brought a state-wide retail sales 

(4th Quarter 1955) gain of 15.5%. Pima County (Tucson Metropoli- 

IN RETAIL FASTEST Retell sates +21.0%, tan Area) led the state with a record-breaking 
SALES GAIN GROWING Printing +28 1% 20.3% gain for the year! Alert advertisers are 
OF 14 ARIZONA MARKET IN etiam 45 5.7 % appropriating funds for this bright spot on the 


COUNTIES! THE NATION! economic map at a fast pace; Tucson Newspapers’ 
Restaurants +14.5% advertising lineage for 1955 totaled over 32 mil- 


Utility Income +18.5% lion lines! So aim your advertising dollars at 
New Car Sales +39.0% Arizona—target TUCSON! 


*Economic statistics courtesy Valley 
National Bank in “Arizona Progress” 


Ghe Arizona Daily Star Tucson Daily Citizen 


Two Independently Owned and Operated Newspapers 
eadeenditn the tnaleteas. Nationally represented by Cresmer & Woodward. 
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